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| 
Paul Hollister suggests a $130,- 
000,000 advertising campaign to sell 
peace to the peace-loving inhabi- | 
tants of America. But who is going | 
to supply the sales resistance? | 


vev¥egy 


Mr. Hollister’s peace program for | 
America is probably not predicated | 
on the results of that big drive for | 
international amity promoted so} 
spectacularly by World speeeadaieiad 
Inc. 

- © F | 

Aviators will travel 300,000 miles | 
this year writing “Pepsi-Cola” 1,000 
times in letters a mile high. And if 
they misspell the name, do they | 
have to stay in after school? | 


, FY 


The railroads are going to pro- 
mote the idea of using motor cars | 
at the end of the trip. Maybe they | 
can convince even their traffic solic- | 
itors that it’s a good idea. 


. 2 ¥ 


According to the papers Chevro- 
let sold nearly 
and trucks in 1939 than its nearest 
competitor. Perhaps Henry had bet- 
ter begin thinking about getting out 
another Ford joke book. 


7, F FY 


Niagara Falls, noting that there 
are more older folks hanging around 
now than formerly, is going to start 
a camnea2ign to interest.them in a 
secona honeymoon. But this time 
the horsepower will be supplied by 
the water and not the romance. 


. Vv 


About the only thing that could 
drag some of those ancient honey- 
mooners back to Niagara Falls for 
a second look would be the promise 
of seeing somebody make the big 
jump in a barrel. 


- | 


George W. Hill’s enthusiastic en- 
dorsement of George W., Jr., as ad- 
vertising manager of the American 
Tobacco Company is merely an in- 
dication that he’s a chip off the old 
block. 

a a 


Good news isn’t supposed to 
travel as fast as the other kind, but 
B. C. Heacock put out the story of 
Caterpillar Tractor’s 21 per cent 
sales increase over the air to his 
11,500 employes at the satisfactory 
rate of 186,000 miles a second. 


+ 


With all those refrigerator price 
cuts going into effect, maybe it will 
now be possible for the fellow who 
sports a basement bar to equip it 
with automatic ice cubes. 


vgy¥sey? 


Good news for Fuller brush men 
ind college boy subscription repre- 
Sentatives: Most of the new homes 
you'll be calling on this year are 
equipped with door bells which an- 


nounce your advent with musical 
chimes. 
79 9 

Readers of advertising for Vita- 
pet, which promises to provide a} 
hew fur coat for your dog, may fol- 
low a successful demonstration by 
feeding it to the lady of the house. 
vry | 
The list of 


journalistic 
the 


prize winners in a} 
competition included 
name of AP’s Anthony Camer- 
ano, and you won't be too surprised 
to learn that he’s a photographer. 


Copy Cus. 


NAME CHANGED 


ONLY THE AZame 


1S CHANGED © 


How Super Suds announced a change in 
its name to the trade. 


Teachers Urged to « 
160,000 more ee. Help Students Get 


Advertising Facts 

New York, Feb. 14.—The inau- 
guration of a two-year program de- 
signed to present teachers and their 
students with informative material 
on business and advertising and to 
counteract “subversive propan ganda 
in the schools” was annou:ced this 
week by Tie Instructor. In co- 
operation with the Crowell-Collier 
Publishing Company the magazine 
will tie up a series of interviews 
with leading figures in industry, 
conducted by Mrs. Anna _ Steese 
Richardson, director of the Crowell- 
Collier Consumer Division, with 
“fact finding” projects for children 
of school age. 


Wealth of Knowledge 


“Fact-finding trips have long been 
recognized as an important means 
of helping children to discover that 
the needs of daily life are met 
through interdependence of people 
—from farms and factories to retail 
outlets and finally to the ultimate 
consumer,” the magazine said. 

“We are devoting this department 
to descriptions of such trips so that 
teachers may be stimulated to fur- 
ther investigation activities. Trips 
of this type, through first-hand in- 
terviews, give children a wealth of 
factual knowledge and help to bring 
about a better understanding 
tween consumer and producer.” 


Find Own Facts 


Referring to anti-business senti- 
ment in schools, George V. Rummage, 
advertising manager of The Instruc- 
tor, asserted: “Teachers and stu- 
dents don’t have to take anybody's 
word for anything, but can find the 
facts for themselves by conducting 
field trips and surveys of local 
stores and factories to get right at 
the social facts by direct investiga- 
tion and questioning.” 


be- | 
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Klek New Name 
of Super Suds; 
Two Wraps Used 


New York, Feb. 16.—How Col- 
gate - Palmolive - Peet Company 


adopted a unique merchandising 
device to avoid losing any part of 
its market during a period of transi- 
tion necessitated by a name change 


COMMON SIGHT 


row p on 4 ploces gor 
in one of its products, was revealed pore ag Pea photon Rn orate Prt 
this week when the company started | avstom bringing seturel gee trom 46 seperate ges “elds 
grocery paper advertising on Klek 

soap chips. An “Interconnected” 


About two months ago Colgate 
decided that Super Suds, packaged 
in a red box, was likely to be con- 
fused by many women with Con- 
centrated Super Suds, in a blue box. 
The latter product is recommended 
for laundry while Super Suds was 
primarily used for dish washing. 
The name Klek was chosen for the 
chips in the red box, but to retain | 
old customers, each box of the | 
“new product” had an outer wrap- 
per simulating the old style. Col- 
gate felt that within two months 
all of its customers would have pur- 
chased at least one box of the prod- | 
and familiarized themselves | 
with the change. 


System ~ the vital key 
to unfaltering service ! 


Lone Sear | Gas Co 


Change the name and a few figures and 
| this advertisement of Lone Star Gas 
Company will serve as a model for scores 
run in Southern cities recently, as a re- 


Copy Bears New Name 

No consumer advertising is sched- 
uled for Klek at present but copy 
| addressed to retailers is being de- 
voted exclusively to the new name. 
Meanwhile the campaign for Con- 
|centrated Super Suds continues as 
|before, in about 85 mewspapers 
| throughout the country and on two 
|network shows. Benton & Bowles 
| handles the account. 


Would Sell Ads 
in Mississippi's 
Free Textbooks 


Salle Jackson Miss., Feb. 15.—A bill to 
finance Mississippi’s free textbooks 
College Students in part by advertising such products 

" }as breakfast foods, chewing gum 
Show Skepticism 'and toothpaste on the flyleaves of 


— texts has been introduced in the 
of Advertising 


house of representatives of the Mis- 
meee Wants ‘Whe 6 Teenie _| Sissippi legislature in session here. 
ant ag Beh AS Desnite the "The author of the bil, Represen- 
lq sti od 33 “olle . _.., | tative George W. Howell, Jr., of 
Nahe . @ oa - = Be « Ken Seen Monroe County, estimates that 
eneve Mat advertising “pertorms | ¢199,000 could ‘be raised from ad- 
|a very useful service in the com-|.4:. res: 
»lex distribution mechanism of our vertising, Or approximately 10 per 
ne ” less than half “are con- cent off the $1,009,000 "total the state 
| vineed that advertising “in general anticipates spending to buy new 
is truthful,” according to the results books under the McC oy-Owens free 
of & surver valeaned todas be a. textbook bill which has passer. 
prio pee r are bee Under the proposed law, thé text- 
| tional College Advertising Service. Ahk ’ 
book commission Would be author- 
3,174 Views ized to advertise..for competitive 
The study encompassed the views | bids for the advertising which 
be 3,174 men and women under-| would be printed on the required 
graduates in colleges from coast to | number of fly-leaves and on the in- 
| coast, selected on the basis of geo-| side covers of the “free” books. 
| graphical location and type of insti-| Pointing out that similar laws 
|tution and offered as typical of | have been passed by other Southern 
“average” student opinion. 
About 12 per cent of the students | state, 


Representative Howell 


said 


waste, while 32 per cent expressed | thorized to accept only products 
the belief that advertising “builds| “that will be in keeping with the 
|}monopoly.” Girls showed them-j|spirit of the schools in promoting 


elves more 


critical of advertising | the child physically, mentally and 
than boys. 


| morally.” 


Last Minute News Flashes 
York Ice Expands Line and Appropriation 


Chicago, Feb. 16.—York Ice Machinery Corporation, York, Pa., has 
expanded its appropriation 10 per cent to advertise new products, the 
| central sales convention was told here today. The new line is headed 


by the FlakIce Cold Magic machine, a small, self-contained unit produc- 
ing 2,000 pounds of ice daily in curved ribbon form. Full pages will be 
used in four consumer magazines and 28 business pape! 


Volume, Frequency Discounts for Newspapers? 

New York, Feb. 16.—Possibility of an innovation in newspaper sell- 
ing was seen here today following conferences between South and South- 
west newspapers and leading advertisers and agencies to discuss a new 
plan for giving substantial volume and frequency discounts to advertis- 
ers buying space in several markets in combination. 


Remington Rand Wins Patent Decision 
New York, Feb. 16.—Remington Rand won the latest round in the 


electric shaver battle today when a federal court in New Haven ruled 
that Remington shavers do not infringe Schick patents. 


/launched a 


Kellogg Renews Grocer- 
Druggist Vitamin Battle 


Pen Copy Discards 
Amenities, Urges "Gro- 
cers for Vitamins" 


New York, Feb. 15. 
borhood grocery store was again 
pitted against the local drug 
store this week as Kellogg Company 
new Pep campaign 
which added vigor and sales am- 
munition to the contention put forth 
last year that vitamin sales belong 
in the food and not the apothecary 


The neigh- 


shop. 


| controversial 


Thus, for the third successive year 
Kellogg has injected a colorful and 
keynote into its ag- 


| gressive merchandising program. In 


1938 the ire of the proprietary medi- 
cine field was aroused when All- 
Bran copy boldly warned consum- 
ers against the effects of cathartics, 


j}at the same time recommending the 


| states, although naming no specific | 


ae | 
felt that advertising is an economic| that the commission would be au- 


“natural laxative” qualities of All- 


| Bran; last year the company made 


| 


| the 
sult of the unprecedented cold wave. | 


its first bid in an effort to divert 
rich vitamin market from the 
drug store to the grocery; and in its 
latest drive Kellogg expands its at- 
tempt to dramatize the appeal of 
vitamin foods. 


Bold Copy Used 


Abandoning all reticence regard- 
ing its sales objective, Pep ccpy 
features the banner headlir*: “All 
Over America Physicians Urge It; 
Go to the Grocer for your Vita- 
mins!” Copy then credits the med- 
ical profession with having advised 
patients: “Don’t be confused about 
vitamins. These amazing elements 
in our diet are vitally important to 
everyone's well-being. But, for nor- 
mal people, the place to get them is 
in good everyday foods.” 

The neighborhood grocer, Kellogg 
insists, is “the world’s greatest vita- 
min merchant—for vitamins are 
food, not drugs. They are natural 
constituents of scores of good things 
to eat that the grocer sells every 
day. He packs them in every mar- 
ket basket—though he never thinks 
of charging extra for them.” 

Initial insertion in the new Pep 
drive appeared in last Sunday’s 
The American Weekly, with a fol- 
lowup full page in four colors 
scheduled for the magazine’s Feb. 
25 issue. Similar copy will also ap- 
pear in This Week, Feb. 18 and 
March 3. 

Four-color, 


1,000-line’ insertions 


will also be used in the Chicago 
Tribune, New York News and 
Philadelphia Inquirer Feb. 18 and 


March 3, with black and white copy 


of the same size scheduled for those 
dates in the Des Moines Register, 
Kansas City Star and Oklahoma 


City Oklahoman. 
Show Grocery Chart 


Black and white insertions, 658 
lines each, will also appear on Feb 
18 and March 3 in the Butte Stand- 
ard, Charlotte Observer, Denver 
Post, El Paso Times, Norfolk Vir- 
ginian Pilot, Pueblo Star Journal. 
Richmond Times Diupatch, Roanoke 
Times, Salt Lake City Tribune and 
Winston-Salem Journal Sentinel. 

An integral part of Pep layouts is 
the “vitamin grocery chart” intro- 
duced by Kellogg last year to ex- 
plain the nature of vitamins, their 
functions and the chief food prod- 


|} ucts that have a vitamin content. 


The opportunity offered grocers 
in vitamin merchandising is drama- 
tized by Kellogg with a presenta- 


tion of statistics that show a $500,- 
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ADVERTISING AGE 


February 19, 1949 


000 volume for vitamin concen- 
trates “put up in pills, capsules, etc. 
in 1933 compared with a 1937 sales 
record of $41,800,000 for the same 
products. 

In addition to the newspapers 
scheduled for the special vitamin 
drive, Pep copy will also appear in 
The American Magazine, Collier’s, 
Cosmopolitan, Holland’s, Liberty, 
Life, Physical Culture, Redbook and 
True Story. 

Kenyon & 
agency. 


Eckhardt is the Pep 


Uses Newspaper Space 
To Hunt Murder Facts 


Governor Herbert R. O’Conor of 
Maryland used statewide newspaper 
advertisements in a search for per- 
sons who might have information 
on the cases of three convicted mur- 
derers who were given “last chance” 
hearings prior to fixing the date for 
hanging. 

This use of newspaper space was 
decided on by the governor when 
he received hundreds of communi- 
cations concerning the cases. 


To Lewis & Tokar 

Ritter & Sussman, Newark, has 
appointed Lewis & Tokar, Newark, 
to direct advertising of its dairy 
products. A test campaign using 
newspapers and direct mail will be 
run in Staten Island for its River- 
side Farm butter 


Standard Brands 
fo Sell Vitamins 
fo Manufacturers 


New York, Feb. 15.—Indicating 
one direction in which Standard 
Brands, Inc., is turning in its expan- 
sion program, it was revealed here 
today that the company has formed 
a new pharmaceutical division 
which will manufacture vitamins 
for sale to other manufacturers of 
food and drug products. This bore 
out a prediction in ADVERTISING AGE, 
Feb 12, that vitamins would play 
an important role in the expansion 
of Standard Brands. 

No newcomer in the ever-increas- 
ing vitamin field, Standard Brands 
has broadened its activities by en- 
gaging Charles L. Bowman as man- 
ager of its new division. He has 
been vice-president of International 
Vitamin Corporation, and was pre- 
viously founder of Vitab Products 
Company, pioneer vitamin manu- 
facturer. 

Standard Brands’ move is signifi- 
cant in that it marks a departure 
from its usual policy of concen- 
trating on consumer products. Aside 


PUTTING BEER COPY IN SHAPE TO GO 


Discussing the new campaign for Hanley beer and ale are J. E. Kennedy, vice- 
president, and Harold Cabot, president of Harold Cabot & Co., Hanley's agenc ’, 


with Justin H. Dempsey, vice-president of Hanley. 
the brewery, took the picture. 


Gerald Hanley, president of 
(Story on Page 22.) 


from making yeast and other bakery 
products for use by bakers 


not functioned as a supplier. 
Growing Field 


The field to which Standard 
Brands now intends to devote in- 
creased emphasis is one that has 
made steady progress in recent 
years. As more and more manu- 
facturers have “fortified” their 


and | vitamins, 
other producers, the company has|types of 


p s 
riven (| 
” Britis 


Enytish Sury 


Roaring past the finish-line of 1939 with the production throttle 
wide open, business in this booming area is headed into one of 
Automobile output is up. Even the timid predict 


its best years. 
that Detroit will produce at least 
3,725,000 units built last year. 


Not all of Detroit's pesupersy 
basket, however. The number (20,3 
of building permits soared in 1939. 


Detroit's good times is reflected in more telephones, more new 
electric meters, more new gas meters and more water meters. 


Advertisers can reach this rich, active market the economical 
way—because one newspaper, THE 
into 6314% of Detroit's regular newspaper-reading homes. 


THE NEWS gives you the first call on the nation’s first 
Let the News help you sell in Detroit! 


pay-roll! 


eggs are in its automobile 
00) and value ($61,100,000) 


Recently released U. S. Department of Com- 
merce figures show Wayne County (Detroit) 
paid $648,515,254 in industrial wages in 1937 


—the highest of any county in the country! 


products addition of 
sales of all 


products have 


through the 
consumer 
vitamin 


|achieved marked gains. 


In 1933, sales of all types of vita- 
min products through drug stores 
amounted to only $500,000. By 1937, 
the figure had zoomed to $41,800,- 
000. In 1938, it was $58,000,000, 
and last year it reached $75,000,000. 

In 1935, according to the United 
States Department of Commerce, 
sales of vitamin products to manu- 
facturers amounted to $6,420,404. 
In 1937, the total had increased to 
$8,103,380. Statistics for 1939 are 
not yet available. 


Will Utilize Laboratories 
The activities of the Standard 
Brands’ pharmaceutical division in 
this booming field will include utili- 
zation of the facilities of the 
Fleischmann Laboratories for scien- 


tific research. Vitamin customers 
will also be given merchandising 
assistance. 


The company recently marketed 
a consumer vitamin product called 
Fortivan, which is being given 
heavy promotional support through 
advertising stressing the vitamin 
appeal. Consumer copy for Fleisch- 


10% more cars than the 


The balanced character of 


DETROIT NEWS, goes 


THE NEWS GOES AHEAD 


WITH DETROIT! 


Keeping step with the business advance 
of Detroit, the circulation of The News 
reached a 10-year January high! 


400,125—sunpays 
338,046—weex pays 


And 79.7°% of the great city and trading 
area weekday circulation of The News 
is delivered by carrier into the homes! 


THE DETROIT NEWS 


THE HOME NEWSPAPER 
New York: |, A. KLEIN, Inc. 


Chicago: J. E. LUTZ 


|mann yeast has featured the same 
appeal for several years. 


Butler Opens Office 

John Lord Butler has opened his 
|own office as counselor at the Pack- 
ard bldg., Philadelphia. He _ will 
| handle sales promotion, marketing, 
merchandising and research. 


F. E. Murphy, Farm 
and News Expert, 
Dies in New York 


New York, Feb. 14.—Frederick F 
Murphy, publisher of the Minne- 
apolis Times-Tribune and a directo) 
of the Associated Press, died her 
today while on a visit. He wi: 
stricken with a severe cold two 
weeks ago, soon after arriving 
New York. He was 67 years old 

Born on a farm, Mr. Murphy wa 
noted for his contributions to Am« 


'ican agriculture. When he becam: 
| publisher of the Tribune in 192) 


| tidote to 


| 


| 
| 


he used the paper to help solve a: 
acute farm problem of the time. Hi 
preached diversified crops as an ar 
farmers’ troubles. H: 
hunted successful farmers, and edu 
cated others to follow their ex 
ample. 

The Minnesota Plan, designed to 
restore buying power to farmers ai 
a time when wheat acreages had 
been greatly increased due to the 
war and wheat prices had fallen and 
caused many country bank failures 
in 1921, was Mr. Murphy's creation 


Advanced Sound Principles 


The plan, devised by a dozen farm 
experts commissioned by the pub 
lisher, advanced principles of sound 
agricultural economics by advisin: 
farmers to drop raw grain in fav 
of producing finished products suc 
as fruits, vegetables and dair\ 
products. The Agricultural Credit 
Corporation of Minneapolis, whic! 
resulted in a decrease in bank fail 
ures and a spread of modern farm- 
ing methods, was also his creatio: 
In 1934, he was United States del 
gate to the World Wheat Advisor, 
Commission in Rome. 

With the exception of three yea 
devoted to the development of hi 
6000-acre farm, Mr. Murphy wa 
continuously associated with thx 
Tribune since 1893. He started in 
the pressroom, obtaining his first 
job without the knowledge of his 
brother W. J. Murphy, then owne! 
and publisher of the paper. 


He became an expert linotyper, 


and worked so hard that his docto 
ordered him to the farm for a rest 
There he found a wide misunder- 
standing between the farmer and 
city dweller, which he determined 
to correct upon his return to news 
paper work. 


Where there’s diversified 
industry, there’s steady buy- 


Of MASSACHUSETTS 


Four hundred industries, almost 1100 individuca! 
factories are on a payroll basis within 2° o! 
1928. The 18th Industrial Area of the nation 
listens most to one station and only one — WTAG. 


NBC BASIC RED AND YANKEE NETWORKS 
EDWARD PETRY & CO., INC.—_NATIONAL REPRESENTATIVE 
OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


Mae 
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ADVERTISING AGE 
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a= SATISFIED CUSTOMERS ARE OUR BEST ADVERTISERS “Be 


1,131,532 DOLLARS CANT BE WRONG - 


THIS ADVERTISER 


Today we'd like you to meet 
an advertiser who ©knows his 


groceries’. 


He’s one of America’s biggest. 
And shrewdest. 


Over 30 magazines get on his 
list every year. But only the real 
sales-producers stay on. And he 
knows, in black and white, in 
boxtops and coupons, which 


ones these are. 


Here are a few highlights from 


his record: 


1. In THIS WEEK’S first year, 1935, 
this advertiser tried us out with 
$13,000 worth of “evidence of 
purchase” copy. He got enough 
“evidence” to bring him back 
with over $1,000,000 more since 
then. 


2. In the past 4 years, he’s con- 
tinued to test THIS WEEK, with 
over 30 different “promotions”. 
And THIS WEEK has continued 
to deliver the goods, as the fig- 
ures below indicate. 


3. Last year this advertiser used 35 
magazines. Yet THIS WEEK got 


23¢ out of every magazine dollar 
—$200,000 more than the next 
magazine! 


That’s a pretty good testimonial 
for a 5-year-old magazine. But 
it’s getting to be an old story 
with us. Last year, no fewer than 
79 national advertisers put ‘THIS 


WEEK first on their magazine lists. 


They’ve found, in this “New 
Method of Magazine Advertis- 


ing’, a medium that really rolls 


up its sleeves and sells. That 


piles up 5,750,000 circulation 
where it counts most—in the 
big-volume, big-profit, big-city 
markets. And that hits these 
markets with magazine power, 
plus the local sales punch of 


their own Sunday newspapers. 


Try THis WEEK as your lead-off 
magazine. You’ll cover America’s 
25 key markets as thoroughly as 
the next 4 national weeklies, or 
the top 4 women’s magazines, 


combined! 


THIS WEEK’S CLIMB ON A 
BIG GROCERY-DRUG CO.’S LIST 
1935—20th with $13,000 


1936—8th ‘ $109,250 
1937—6th “” $173,456 
1938—Ist ** $301,768 
1939—Ist ** $554,058 


(PIB Figures) 
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February 19, 1949 


HEADS NEWSPAPER 


PT al J es 


Ted Dealey, recently elected president of 

The Dallas Morning News, succeeding 

his father, G. B. Dealey, who becomes 
chairman of the board. 


Varley Lambasts 
Advertising, Airs 
Many Pet Peeves 


Holds Mustard Meant 
for 
Hits Pre-Testers 


New York, Feb. 14.—Radio ad- 
vertising, the use of premiums and 
contests, and the “chart specialists” 
who have attempted to classify the 
elements of successful advertising 
came in for severe criticism at the 
hands of Harry Varley of Briggs & 
Varley here this week in a book 
called, “Dynamads,” published for 
private distribution. 

The book, frankly labeled as 
“criticism” with “some creative 
suggestions,” outlines the author’s 
belief that the principle of dynamics 
should dominate advertising. Dy- 
namic advertising, defined as “a 
sudden introduction of exceptional 
conditions,” leads to greater results 
in less time and for less money, he 
claims. 

“Undynamic advertising,” he 
writes, is the slow and costly way 
to advertising success, by making 
people accept ideas or buy products 
through the expenditure of large 
sums over long periods. “One 
method waits for dry rot to destroy 


doors, for rust to eat locks and 
hinges, for resistance to be worn 
away. The other opens the door 


with the master-key.” 


Much on Radio 


Mr. Varley has much to say on 
radio and its use by many adver- 
tisers. “Its power is used, misused 
and greatly abused in this, its in- 
fancy period,” he claims. He pre- 
dicts that many of the beautiful, 
dramatic and humorous programs 
will cease to exist in their present 
form, for “a mind, and a million 
minds, lulled and 


sweet music, are not necessarily 


aroused and convinced by a com-| 


mercial.” 

Radio listeners, according to Mr. 
Varley, are “growing up.” 
clares that “the infantile 
stories, so powerful in this stage of 
radio’s development, in time will 
fall on deaf ears, or rather, will 
talk to unlit radios. Homes will be 
glutted with premiums and radio 
advertising and selling will become 
a real task for the advertiser.” 

Hopeful of Future 

That radio will eventually “take 
its rightful position in advertising 
and selling,” Mr. Varley does not 
doubt. “Sometime, out of the mass 
of good, bad and indifferent adver- 
tising and selling on the radio, will 
emerge the right way to use this 


powerful medium with a true recog- 
nition of its limitations as well as 
its force and not with the thought 
of today’s sales always in mind, but 
with the 


correct knowledge of 


radio’s place in building up a per-| reached by comparison with a simi- 
| manent business.” lar period when there was no spe- 

Much of modern merchandising,|cial offer, he declares. He also 
Mr. Varley writes, is founded upon | points out that they were not “sales” 
unsound economics. Although omit- | in the true sense since most of them 
ting mention of the names of adver- “are additional inventory on deal- 
tisers involved in most cases, he/ers’ shelves, The public did not buy 
criticizes a number of acts which|288 per cent more.” 


| merchandising idea” of Schick Dry | Sales 


hav e made advertising news in re-| — 
cent years. | 

Among these are the “so-called| Obviously referring to Atlantis 
Corporation’s campaign last 
Shaver, Inc., of which Mr. Varley | year in which Colman’s mustard 
was president until last August.|was advertised for mustard baths, 
Schick’s trade-in allowance cam-|Mr. Varley comments that the 
paign sold a lot of electric razors|“thought of a foot-bath as you 
but every one at a loss, he claims. | flavor a thick juicy steak with mus- 
The 288 per cent increase in “sales” | tard will not improve the taste.” 
announced by Schick officials did |The advertiser should have put out 
not really represent such an in-/another brand for baths, he de- 
crease because the figure was! clares. The “premium craze” will die 


Steak, Not Bath;/; 


entertained by |, 


He de-| 
serial | 


away, the author predicts. Contests 


reward the fortunate few and dis- 
appoint many thousands. “So, in 
color pages costing a king’s ransom, 
the soap manufacturer spends more 
money, time and effort selling the 
prize radio set than the excellent 
soap.” He adds that the momen- 
tum of good will for the product’s 
name, built up in the past, “may 


|carry through this period of gross 


neglect.” 


Winter Joins Agency 

Daniel T. Winter, formerly on the 
local and national advertising staffs 
of the Indianapolis Star, has joined 
the Metropolitan Advertising Com- 
pany, New York, to handle its New 
Jersey accounts. 


Seeks Station Permit 


Permission to construct a 250- 
watt, unlimited time radio station is 
being sought from the Federal Com- 
munications Commission by the 
Textile Broadcasting Company, 
Greenville S. C. Robert A. Jolley, 
Greenville, is president, and Wil- 
liam M. Nelson, who controls Sta- 
tion WMFR, High Point, N. C., is 
vice-president, holding 49 per cent 
of the stock. 


Plan Vender Drive 


Franklin Advertising Service. 
Boston, is planning an advertising 
campaign for a coin-operated ma- 
chine for vending “Nabs,” a Na- 
tional Biscuit Company product. 
The machine is made by the Tri- 
mount Coin Machine Company, 
Boston. 


e 


to remember)... 


In these years. Radio grew up. 


merchandise. 


depression. 


= Ay What ten years have taugh 


Kirst were the years of the Pessimist, the desolate 
years between 1930 and 1935 (years already a little hard 


It grew with explosive force. From 1930 to the end of 
1934... against the down-pull of our deepest depression 
...its audience surged from 12,000,000 radio families to 
more than 21.000.000 families. 


Radio taught the pessimist that here was impact to break 
through fear; here was the old magic of words made new 
and winged and alive: here were new friendships, new 


loyalties. new measures of good-will created for men and 


Still more important in these years was the way in which 
radio delivered to its clients the continuing market of the 


country: the people with money to spend ...even in a 


lor the people with money to spend bought radios. They 
were scattered: distributed through every market. every 
population group, every income level. every age group. 


But radio picked them out wherever they were ... these 
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Logan-Walter 
Bill Moves Up 
Step in House 


Washington, D. C., Feb. 15.—En- 
actment of the Logan-Walter bill 
designed to curb arbitrary power of 
federal bureaus and commissions 
and to provide for adequate court 
review of all decisions moved a step 
nearer reality this week as the rules 
committee of the House gave the 
judiciary committee a special rule 
to bring H. R. 6324 (the Walter bill) 
to a vote in that body. 

The companion Senate measure, 
known as S. 915, is still on the Sen- 
ate calendar, and will probably re- 
main there until action is taken on 


|the House version. The measures 
would require mandatory publica- 
| tion and hearings by all administra- 
tive agencies as a preliminary to the 
‘issuance of rules and regulations, 
and for hearings on existing rules 
and regulations if application is 
made for such hearings, as well as 
the setting up of boards of appeal 
within each administrative agency 
to coordinate and reconcile conflict- 
ing rulings of individual officers or 
agencies within the administrative 
organization. 

In addition the measures would 
set up a uniform procedure for, and 
definitions of the scope of judicial 
review of the rulings made by any 
administrative body. They would 
also authorize the Supreme Court to 


develop and issue uniform rules of 


practice and procedure for all fed- 
eral administrative agencies. 


Three Name Lanpher 


| Lanpher & Schonfarber, Provi- 
| dence, R. I., has been named to di- 
| rect the following accounts: George 
Lawley & Son Corporation, yacht 
builder, and Fisher Pierce Com- 
pany, marine speedometers, both of 
Neponset, Mass., and L. F. Pease 
Company, Providence, yacht sails 
and awnings. 


Gordon to Vautrain 


Clyde A. Gordon, who has been 
western Massachusetts field mana- 
ger for the Massachusetts Federa- 
tion of Taxpayers’ Association for 
five years has joined the staff of 
Charles E. Vautrain Associates, Inc., 


Holyoke, Mass., advertising agency 


A. S. Beck Expands 
Spring Campaign 

An increased newspaper 
paign and the addition of Good 
Housekeeping will mark the spring 
|advertising program of A. S. Beck 
|Shoe Corporation. Although 


will also appear in Chicago, Detroit, 
| Philadelphia, Birmingham and 
| Rochester, N. Y 


Newspaper insertions will range | 
from 660 to 1,000 lines each with 85 | 


papers on the schedule. Pettingell 
& Fenton, New York, is the agency 


Uses Scented Ink 


| Scented ink was used in 
| page perfume advertisement of Ed. 


Schuster & Company, Milwaukee, in | 


the Milwaukee Sunday News-Sen- 
'tinel of Feb. 11. 


people with money to spend... the continuing market 


which kept the persistent pulse of American economy 


hem both... 


alive through the desolate years. 


Now are the years of the Optimist... 


Radio, depression-tested. has been tested again by pros- 
perity. As the continuing market of the country spreads 
and deepens, radio’s audience spreads and deepens, too. 
Today, radio reaches everybody everywhere; today, 
28.000.000 families in the United States use 45.000.000 


radio sets in their homes. in their cars. in their camps: take 


them along at play and on picnics. 


Radio has taught the optimist that here is impact... 


undreamed of even a half decade ago. 


Every radio index is now at the highest point in its history. 
More people bought new radio sets in 1939 than in any 
previous year. More people listen longer. with greater 
interest. than ever before.” And industry. great and small. 


invested more money in radio advertising in 1939 than 


ever before. 


Ten exacting years have taught the pessimist and optimist 


alike. what radio is and what radio can do. 


Columbia Broadcasting System 


* May we show you the data? Write to CBS at 485 Madison Avenue, N. Y. 
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SET FOR WAR 


KEEP YOU FROM 


San-Nap-Pak is determined to win a 

larger share of the sanitary napkin mar- 

ket with hard-bitting, competitive copy 

like this, now being tested in two 
markets. 


San-Nap-Pak 
Gets Competitive 
in Test Campaign 


Seeks Larger Share of 
Napkin Business with 
Economy Appeal 


New York, Feb. 14.—An incipient 
| challenge to the leadership of Kotex 
|}and Modess in the sanitary napkin 
field is contained in the test adver- 
tising which San-Nap-Pak Mfg. 
| Company, Inc., has just launched in 
|newspapers in two New England 
cities. Although San-Nap-Pak ranks 
third in the industry, this is the 
first time it has resorted to adver- 
tising, other than small cooperative 
efforts. 

In Springfield, Mass., and Hart- 
ford, Conn., large space has been 
scheduled on two separate state- 
ments of the heretofore unadver- 
tised theme that the fullest protec- 
tion and comfort can be secured by 
| women at low cost. San-Nap-Pak 
is now priced at 16 cents for a box 
of 12 pads, while its leading rivals 


| demand a figure of around 20 cents. 
S| Competitive Copy Used 


| For one of the two series of ad- 
vertisements, the company has 
|adapted a familiar slogan of the 
automobile merchandising field, ad- 


#/ Vising women to “try all three well 


known brands.” Through the au- 
thoritative voice of a nurse, the re- 
sults of laboratory tests, recently 
conducted, are cited to prove that 
|San-Nap-Pak compares favorably 
with the other napkins on the main 
points. Copy becomes _ strongly 
competitive with the statement, 
“Don’t let habit keep you from sav- 
ing 20 per cent with sure protec- 
tion.” 

The other copy tack follows the 
same theme, though presented from 
the viewpoint of one woman telling 
another. Here, price and the mois- 
ture-absorbing qualities of the 
product are given the most promi- 
j}nence. A double-your-money-back 
guarantee is common to both sets 
of copy. San-Nap-Pak is support- 


wai|ing its drive with a sampling cam- 
He ea in the test areas. 


The account is handled by Al. 
Paul Lefton Company. 


| Two in New Posts 


Roy A. Powell, formerly execu- 
tive secretary to Governor Olin D. 
Johnston, has been made manager 
of Station WCOS, Columbia, S. C., 
succeeding Hugh A. Deadwyler, 
who will resume his duties as man- 
ager of the Nachman-Rhodes Ad- 
vertising Agency, Charlotte, N. C. 


Adds Lieberknecht 


Beaumont, Heller & Sperling, 
Reading, Pa., has been appointed to 
handle advertising of Karl Lieber- 
|knecht, Inc., Reading manufacturer 
lof full-fashioned knitting machines. 
Business papers and direct mail will 
be used. 


4 


7 y ™ di , ae a, BEL. Sgt pee ee ad ee he a uk ieee a a nets a : . x 
ge : : . eae ere. ee yO ts ooo : eo “SSeS Lae toa Sy dees As Pa tel : od atte ® ne 3 pare ET ee “ere oe a tw 
¢ , 2 b* Tass, $i "4 am 2 4 ¥ ee % Ss er aw x 1S aa eal ¥ a ot S a 3 - ee x : . Sol Tp se i a 
“4 ‘ ‘ “ ee . a ; a “ k ne 
Pe P| Wate 
———————— :. 
, ? RIP af eh SE 2 7 
“aq a 
*. a” fees f 
© A" 2 SAVING 20°, e 4 
Ef ” Pee» | 2 ’ 
("253 (with Sure Protection 7. 4 
» | eo ‘% 
=. + + ; 
a + ee S ‘ uy Tweet : 
ru vaponaront TED ALL TY cx 
Mrs > ce ee eon os a: 
. Bee 4) "a 
ee po =. : 
ree pe RS | (0.0. em rnerecro ' 
| Seeoeeen= | seeese , 
| | Seer 
| 1. \ Ln i 
vounmoney.sacn 9 5255: re eae SS aes eh 
| GUARANTEE => wan te EO ee f 
a Po “al') — 4 
a aca ieececeaeeemmemmeniis aces inaieedineesceerea Om | | “TT 
es 
©°/ SAN-NAP-PAK ‘ 
< - - a ey) 
a ‘ el Baia. 
A 
Py ee ” 
ty’ %, on 
4 q 
f Y fir Ve 
Le DH fe 
tA pd 9? / i HA 4 fed : 
hf. ame Wen 
4 Ma Me. a Pi fy % &: at = Se 
PUAN ey Pe Bee ee <p ee 
ae —_— - aS 
we % P " Y > s 
‘ 
' <x, | “ 
| | id = . 
fp . P a ax! | al 
’ ? ~ 214 
. le . — 
Hh Sid ri, ia 
x4 4 . a ad 
eS 
“ +. : » “he a. 
wa NM : seaiiait 
4 EG fear 
in 4 
y Wy ree . ) re 
BAN 
7 i x) 4a 
ee . ma | S om 
in 2 a. 5 X 4 
. J th ’ ™ eo) a: 
a eg 
, a SS aa ie 
ee Cita w : ‘ ; - i mwa ‘ ie. 
a os away inv i ~~ - 
fi hd my j a ae 
, ‘ y 
j 4 ee \3 A> a , 
ee | att 
os “EEA he aie ‘ a 
‘ PoE re : SS 
. . eae ie A ae 
Ss Gn = rok m4 Ac iv a o ; 
Ns r Mt pee 7, My ay P 
i bs a IMO 
SNe ae. a ame Sa Zt Meer sc i 
fogs, “94 iS. 7 ak sa + ; . 
—, ° Sioa oS ie 
eG , Py a : ee ONE 
Fs. 7 A ty sea! %e 4 
we i a 4 . a Sa 
RD ot + — pe 4 
A eS ahi 9! 5 : 
Me i AO ee 
| ERR er 4" -. ei 
» The a) Pa ae 5 ps 5 
oe PE Ae. aS we :, A 3 
ah t Waa a i bree 
vid SSS 4 ‘ 
{ : Wie od) A ae : an 
£-- rity Ae, Re ge = 
fz AS ee ca a: 
| Ys ; . - 7 
f ‘ \¥ seh a t= : 
. Mi Sami) t 
PR LNs at 
of aie 
ee Rain a oy 
. ition Ye fi mY ont ws YN nal 
“ih. ‘ Re het ae am ae aR 
PP Se my Bey ray s ! 
aC Ae Re f t Yi a, | Y 
ee ae | ao | 
; i Oe On ai saa : it Sia Aas Fi 
4 oy iene © x “mg . . We 0 = 
; Peat b ar), RN meres k |S 
.) om , a Pied) e, ae 
By ee ae xs) ge 
ra + 0 SS SEF x >> . oe , j an MR ww} eae 
BS a Ape: Ses Dae Po we Vet a 
bite 7 -. nal 5 VF et) ' Y q 
Hut iid bee Snead tea Reg as A). a ES . 
' ; : aK Pine einen re Aaa ny J «t ve ary Ai 
Pees Dae: PPE #6) ‘ ¢ 5 \ \ \ \ y" 
Ah + gh JE RPS is 3 ; Oy 
sie Mt ‘ail : ae “Se 
“7 4% Lips » he 18 ¥/ Sf } 
my," ey i 
‘a 7 wil i SOS od 
¥. . » ) FY i 
t ¥ oe + ' . y "4 i - 
3 4 : \! a ‘ Ng 7. 
Win lA? - t ( ¥ nama 
\ Lay wo Oy , <i , , a) - - 
avon are. a bh; a 
i te * Tha eve } / ay ica 
é ‘ . aa. ae rey isi ig 
"ait _ ei... | CANE ead 
exc, SI ll: ; Meh: ee 
ee sate b i fat 
i fy Pe 
- APS ut 14t Sa ‘ 
. a0 SING fete 
iy 4 ena % the 
ee & : a | “ 
vgti et , Wei ee 
\ fi) ’ ae {Vain “Ss 
‘ a 1 Bs ie Ny y : 
Sarg “ fe Ki MN 
"pa a7 ee 7 q 
, bi 
bey * as 8) “a 
lla: ‘ 
a* ae? IL J ay 
4 ,, , it bs ig F Ps 4 — 
GP 7 te eis. ts A Th 
es 2 ee 7 
£ p fs tn a vf Li% f ‘e 5" a ie 
A , mn Ts. HONEY he ‘& or 
‘ RS Aaa ie Ms ea 
A es Chae oS i ae 4 
& ial OSTA TEN Se eam 
‘= oy 3. nt Ee ee bre Sie) A af 
& ‘ies PUA. Wr oe ban ie 
. , S34 ~ Pie 5 ae? , re 
\ bpeatA =a vies othe nee 
ee : hig s/ M1, pit oleae paige a ¥e 
Aa, "9h Ate of aN ek | 
(gts : ee Ss ~~ Pene a 
” a . LS = ‘ 
¥ ~ 
SS 
ty Sher ; 
~*~ =< 
ee 
a op 
' ae 
J od 
ac ae my 
age: per te SNPS re : | 
3 = i Pie PW : ‘ 2 ft 7 oon ee : 
m Be . : % ve he ves edn! vies . agit, mire x! ; 3 nae eT - . cee fp aes fei ; 
ee ey a agi ee es “ = ‘Slade sit Meee ts a ss ae = ’ ial ba tae : , ae 2 7 
ey Pe ee | otey Fee ne eameeet WA eee tea mr age peas Pan ne oa re = eee 
c f . aie re weer Si kas ss) ot ee pies eee: 


+. 


ai 
% 


ADVERTISING AGE 


February 19, 1949 


End Defeatism, 
Tilton Urges 
Advertising Men 


Biggest Job of 1940 
Called Recreation of 


Confidence 


Chicago, Feb. 15.—The biggest 
job of advertising in 1940 is to re- 
sell Americans on the future of this 
country, and to eliminate the spirit 
of defeatism which pervades not 
only consumer groups, but business 
executives. 

This is the formula for successful 
business and productive advertising 
presented today by George F. Til- 
ton, director of advertising of An- 
heuser-Busch, Inc., St. Louis, in an 
address before the Chicago Feder- 
ated Advertising Club. 
his point by asserting that the 1939 
advertising of his own company in 
behalf of Budweiser beer, in which 
confidence in the future opportunity 
of Americans was the theme, proved 
to have great value in selling the 


He proved | 


product. After pointing out some of 
the reasons why consumers have em- 
phasized security more than present 
enjoyment of available comforts, 
conveniences and luxuries, Mr. Til- 
ton asserted that business is the 
victim of the same fear that grips 
the consumer. 


It’s a Circle 


“IT wonder if the average business 
man,” he continued, “ever stops to 
realize how his own sales depend 
upon the attitude, action, policies 
and efficiency of all other business 
men. 

“If our neighbor manages a suc- 
cessful business, regardless of its 
size, then his employes are in a 
position to buy your products and 
mine. If, on the other hand, by 
his lack of confidence, his want of 
enterprise, his out-of-date methods, 
he does not make enough money to 
pay our customers a just wage, then 
he is indirectly affecting our profits. 


“Unfortunately, in every line of | 


business there are fellows who try 
to make sales instead of customers. 
Their whole idea is to reduce prices 
or cut the quality because their 
mind is concentrated on the sale 
they intend to make today, while 
their more prosperous competitors 
are planning for 
confidence, so 
friends and 


they are making 
building customers— 


the future with | 


people who remain constant month | which is prolonging our depression, | there are more frontiers in America 


after month 
Because of 


and year after year. 
their confidence and 


for America’s greatest desire is for | today 
future security,” Mr. Tilton insisted. | knew. 


faith. sales take care of themselves. | “That’s why the banks are full of | 


Must Take New View 


“Business men must re-evaluate 
sales psychology in terms of new 
economic conditions. And business 
firms which recognize this need will 
not only contribute to the prosper- 
ity of America, but will share in 
the prosperity they help to build. ! 
am convinced that there is a vast 
market for all the products America 
can make today, just waiting for a 
change of attitude—not 
attitude of the consumer, but the 
attitude of business.” 


New Job for Advertising 


In discussing the Budweiser cam- | 


paign which struck a note of cheer- 
fulness and optimism, Mr. Tilton 
said that copy like this actually sold 
Anheuser-Busch products: 
“Men with the spirit of 
pioneered our America 
| with vision and sturdy confidence. 
They found contentment in the 


youth 


| thrill of action, knowing that suc-| 


cess was never final and failure 
never fatal. It was courage that 
counted. Isn’t opportunity in Amer- 
ica greater than it was in the days 
of our grateful forefathers?” 

“It’s a fundamental human desire 


only the | 


men | 


Every year Vhe Wall Street Journal carries 


more advertising. 


tisers. than any other national publication for business 
executives.™ 
What do these advertisers get for their money? 
1. Sure contact at low cost with active manage- 


ment-executives of substantial businesses. 


y | 


because 86 per cent of them read The Wall Street 


and serves more adver- 


Point-of-sale contact with these executives. 


idle money which will not be put 
to work unless prospects for invest- 
ments or merchandise change their 
fear of tomorrow into an attitude 
of confidence. 

“That is the new job for adver- 
| tising. 

“In the prosperous past, advertis- 

ing that was written to appeal to 
people who had this confidence, 
stimulated their desire for luxuries, 
for comforts and for conveniences, 
and America invested in a mode of 
living previously unknown to civil- 
ization. America’s demand for prod- 
ucts which make life more com- 
fortable caused the employment of 
millions of extra workers at good 
| pay. 

“Thus we might say that a static 
national demand which is limited to 
products which satisfy 
barest needs of life will never guar- 
antee the return of prosperity. 


No End to Needs 


“What we need today is a wider 
;}consumer demand for conveniences 
and luxuries. The list is endless. 
|The market is almost infinite and 
what is more, it has money in the 
bank and is able to buy. 

“But what is stopping us? If ad- 
vertising contributed so largely to 
the prosperity of America before 
1929, why can’t we turn to adver- 
tising in 1940 to pull us out of our 
depression? 
why people in America should feel 
confident of their future security 
Advertising can educate and inform 
them and show them that their fear 
of the future is groundless. 

“Doesn’t this indicate the need 
for releasing more of the vital 
power of advertising than we have 
ever used? 
—a new opportunity? Doesn’t this 
point to the futility of depending so 
exclusively on old-time advertising 
appeals when America is willing to 
submerge and resist present desires 
for products, in order to feel eco- 
nomically secure? 

“Advertising can 
psychology of 


reverse’ this 
defeatism—because 


only the! 


Isn't it a new challenge | 


than our forefathers ever 
Frontiers in sciences, trans- 
portation, medicine, commerce, in- 
vention. America is ready now to 
advance to a civilization unsus- 
pected by most of us here today 

“Advertising must reverse t} 
psychology of defeatism, and go to 
work at it right now, or Americ: 
will never get back on a payroll. 

“Advertising in 1940 must 4d 
more than develop confidence in a 
product and its maker. It must als; 
develop confidence in the futur 
stability of our American institu- 
tions and the permanency and 
growth of our way of living. 

“It must develop confidence in 
the minds of readers that in thi: 
land of ours there is an ever-ex- 
panding field of opportunity. And 
it must develop confidence in the 
reader’s present ability to buy and 
pay for the product advertised.” 


-McCandlish Offers 


$1,000 for Posters 


| Thompson Company; 
There is every reason | 


Prizes totaling $1,000 will be 
awarded by McCandlish Lithograph 
Corporation for 24-sheet poster de- 
signs advertising Clicquot Club 
ginger ale or club soda, Heinz 
ketchup or soups, Kellogg’s corn 
flakes, Philco radios and Servel re- 
frigerators. Entries will be received 
up to April 15 at the McCandlish 
offices, Roberts avenue and Stokely 
street, Philadelphia. 

J. O. Carson, H. J. Heinz Com- 
pany; B. E. Goodloe, J. Walter 
Fred Lude- 
kens, Lord & Thomas; and M. B 
Seelen, Outdoor Advertising, Inc., 
will serve as judges. 


Ford Dealer Program 
Over Eight Stations 


Ford dealers, through McCann- 


| Erickson, Inc. Chicago, have started 


| through 


the radio program, “Calling All 
Cars,” over eight stations in the 
north central states. It was sold 
Ray Linton & Company, 
Chicago, radio shows. 


Names Paul Block 

The Philadelphia Public Ledger 
has named Paul Block & Associates, 
New York, as national advertising 
representative. 


THE TEXAS HIGH-PLAINS GETS 


SNOW... 17 Inches Of It! 


WHICH MEANS: 


|. Bumper crops for Texas’ 5th 


Market in 1940! 


TEXAS Sth 
MARKET 


Journal in their offices at their desks. (Here secretary. 
telephone and buzzer are at hand to convert interest in 
your advertisement into action.) 


* 773 advertisers used over 1000000 lines of space in The Wall 


Street Journal during 1939 


2. Good pastures and a boom- 
ing cattle industry in this area! 


3. Soaring business and a real 
opportunity for advertisers! 


AMARILLO NEWS AND GLOBE 


MORNING — EVENING — SUNDAY 


TEXAS DAILY PRESS LEAGUE, National 


New York Chicago Dallas 


Louis Denver 


Representatives 
San Francisco 


Los Ange'rs 
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February 19, 1940 ADVERTISING AGE 


s e w T C ollege. *Pseudo-consumer organi- 4 nun me t rial is more d sirabl 4 


zations offer a real temptation to) than rapid growth based on adver- 
Atlantic Life Insurance Com- I & 


ce ae r. fang ated’ | e . those in consumer education work,” | tising propaganda.” 
pany, Richmond Va., has appointed Against Wiles of Mr. Warne declared. “They have 


. Cowan & Dengler, New York, to di- ; , 
for Soft Drink rect its account. Raymond D. Parker ‘Pseudo-Consumer’ large budgets and publish attractive Magazines Attacked 
is account executive. Business pa- material often including valuable Singled out for condemnation by 
pers and direct mail will be used. | New York Feb. 15.—A_ spirited !™formation. the author are the “various con- 


tt| f 1940 - | warning to teachers to be on the “Great Danger” sumer services” of Good Housekeep- 
a e 0 Pliotilm to Waters alert against the wiles of “pseudo- ing and Crowell-Collier Publishing 
| Lion Ribbon Company, New York, consumer” organizations was _is- “The danger of this type of ma-| Company; and the National Con- 

New York, Feb. 15.—The adver- has appointed Norman D. Waters & sued this week through the medium | terial is, however, great. Its subtle| sumers Tax Commission, described 
tising “blitzkreig’ with which’ Associates, New York, to handle ad- Of the Consumer Education Journal,| combination of truth and wish ful-|as the “brain-child of Carl Byoir, 
Vanti-Pa-pi-a Corporation intro- | vertising and merchandising of Plio- quarterly publication of the Con-_ fillment tends to embarrass teaching advertising and publicity agent, or- 
duced its papaya drink in the New | film products for the florist industry. sumer Education Association. and confuse the thinking of stu-| ganized as a deliberate attempt to 
York market late last summer, will | ene The admonition, which resolved dents. Its fundamental aim, teach- |! line up women's groups against the 
be repeated market by market this | Mosle Joins Reichner itself into an attack on several spe- ing students to trust advertising and | taxation of chain stores.” 
year as the company opens new! william B. Mosle. formerly with cific publications and associations business blindly, runs counter to} Mr. Warne also deprecated the 
territories, according to L. E. Booth, | rndeavor Publishing Company, New and on the general dissemination of one of the fundamental aims of edu-/| efforts of the American 
president. |York, has joined Morgan Reichner educational material sponsored by | cation, which is to teach students to 

Heavy concentrations of newspa-!|& Co., New York, as director and |COmmercial interests, was penned by obtain facts and 
per space, spot radio and outdoor | secretary of the company. Colston Estey Warne of Amherst! selves. A 
have already been thrown into 
Florida and other Southern areas 
and the procedure will be repeated 
in the coming months as warmer 
weather moves up the coast. By 
March distribution and advertising 
will have spread to Texas, it was 
said. 

The success of the drink in pene- 
trating the soft beverage field so 
late in the season last year is cred- 
ited by Mr. Booth to the novelty of 
the product and the pressure of the | 
advertising. Vanti-Pa-pi-a is an 
affiliate of Hecker Products Cor-| 
poration, which acquired the drink 
from its original owner, the Pa-pi-a 
Corporation, last June, after a sur- 
vey by Hecker’s agency, Erwin 
Wasey, indicated that the drink had | 
possibilities, with proper promotion. 


Consumer 
because of its financial backing by 
reason for them-| A&P, Household Finance Corpora- 
slow growth based on|tion and Sears Roebuck. 


Outlets Opened Rapidly 


At the time the first advertising 
appeared, heralding the drink as a 
taste sensation from the tropics, 300 
outlets handled it. At the end of a 
six-week campaign this number had 
grown to 20,000. About one month 
after the first copy appeared a con- | 
sumer survey was undertaken and 
it was found that a_ surprisingly 
high percentage of those approached 
had tried the drink or seen the ad- 
vertising. According to Mr. Booth, | 
sales in the introductory period ex- | 
ceeded initial estimates. <A _ policy 
of no deals, discounts or similar in- | 
ducements was maintained toward 
dealers. 


This year’s campaign will play up 


. ” . i ti 
the healthful and stimulating quali- Average Daily Net Paid Circu d 10n 


ties of the drink. The papaya melon 


om which the beverage gets its 


. I 
name is known to contain vitamins Hit d NEW ALL-TIME HIGH! 
A, B, C and G. The drink sells at 


5 cents Daily TIMES ecireulation show. 


e 


an increase of 23.662 over the same 


George Murray Shifted period a year ago. 
George J. Murray, Jr., has been! wii ‘ mn ‘“c... ‘ 
appointed to the new post of mana- Phe history of TIMES readership 
ger of public relations of Tide Wa- . : . Nos ; 
; sas ‘onsistent growth, Peo- 

ter Associated Oil Company, New is a story of consiste ated 

York. He has been assistant to the ple are turning to The TIMES be- “ 

president for the past ten years. : ; P 
cause they find it a paper they F 
LIKE to read, a paper upon which 


they ean rely. 


They haven't been fooled into Based on Publishers’ A. B. C. interim Statement 
buying The TIMES by false date for 3 Months Period Ending December, 1939 


lines or phony headlines. Neither 


ERAMIC 


MmoDUSTRY 


have they bought The TIMES to 


obtain a free gift, nor to help a NO PREDATES 


friend obtain something for nothing. 


The TIMES has built its reader- NO FREE INSURANCE 


ship by publishing a newspaper that 
P bli h earns the confidence of its readers. 
- the oi a os ven yotenrtna me NO PREMIUMS 
Building Industry ioe te fae al ni NO Subscription Contests 


of any Chicago evening newspaper. 
ilding is too big a market to 


. ae It is the kind of circulation that 
served by a single busines 


. made it profitable for Chicago merchants to 
er. Only a group of editors, I e 


oling their knowledae. con- place more retail display advertising in The i HL | => 


i TIMES 


cts, understanding of the TIMES during the past two months than CHICAGO'S PICTURE NEWSPAPER 

nt-of-sale, application and in any other Chicago evening newspaper. NATIONAL REPRESENTATIVES 

nufacturing divisions nehag " It's the kind of circulation that will build R.J. BIDWELL SAW YER-FERGUSON-WALKER CO. N. ANGIER 
aka business for you! oncunmeies NEW YORK DETROIT CHICAGO pomp 
ee aaa 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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February 19, 1949 


Benson Gets Top 
Award for Service 
to Advertising 


Mason Britton, Ralph 
Starr Butler Also Re- 
ceive Citations 


New York, Feb. 16.—John Ben- 
son, president of the American As- 
sociation of Advertising Agencies, 
received the gold medal for “distin- 
guished services to advertising” at 
the annual awards dinner at the 
Waldorf-Astoria Hotel last night, 
attended by more than 300 advertis- 
ing and publishing executives. 


Award Medals 


Silver medals were presented to 
Mason Britton, vice-chairman, Mc- 
Graw-Hill Publishing Company, 
and Ralph Starr Butler, vice-presi- 
dent, General Foods Corporation. 
In addition, 13 bronze medals were 
awarded in six other classifications, 
as follows: 

Advertising as a Social 
Medal Award — General 


Force: 
Electric 


| 


John Benson, president of the American 

Association of Advertising Agencies, who 

was awarded the 1940 gold medal for 
outstanding advertising service. 


Company; Honorable Mentions—N. 
W. Ayer & Son, Inc. (Ford Motor 


Company) and McFadden Publi- 
cations, Inc. 
Awards of Media Groups 


Technical Excellence and Ethical 
Soundness: 

1. Advertisements 
Magazines—Medal Award—Young 
& Rubicam, Ine. (The Bor- 
den Company). Honorable men- 
tions—Young & Rubicam, Inc. 


in National 


(Cluett Peabody & Co., Inc.—Arrow | 
Shirts); Compton Advertising, Inc. | 


(The Procter & Gamble Co.); N. W. 
Ayer & Son, Inc. (American Tele- 
phone & Telegraph Company). 


All Classifications 


2. Advertisements in National 
Newspaper Campaigns — Medal] 
Award—Batten Barton, Durstine & 
Osborn, Inc. (Saturday Evening 
Post-Chinaman campaign). Honor- 


able Mentions—Lennen & Mitchell, | 


Inc. (Carstairs Bros. Distilling Com- 
pany, Inc.); J. Stirling Getchell, 
Inc. (Transcontinental & Western 
Air, Inc.). 

3. Local Advertisements in News- 
papers—Medal Award—L. Bam- 
berger & Company. Honorable 
Mentions—R. H. Macy & Company, 
Inc.; Batten, Barton, Durstine & Os- 
born, Inc. (New York Telephone 
Company); Weber & Heilbroner. 

4. Advertisements in Business 
Publications — Medal Award — The 


Oklahoma Publishing Company. 
Honorable Mentions—Fuller & 
Smith & Ross, Inc. (Aluminum 


for;Company of America); Young & 


we 


Amel nmi 


“i gency 
penisole 


BY consulting your adver- 

tising agency, you re- 
ceive the benefits of a highly 
specialized service. You 
obtain the counsel of profes- 
sional men who know and 
have complete, accurate in- 
formation on the various 
media. Therefore, before you 
advertise in the institutional 
field, consult your advertis- 
ing agency. 


CIRCULATION 


Over 50,000 copies monthly 
distributed to the following: 


Hotels 

Hospitals and sanatoriums 

Schools and colleges 

Clubs 

Homes, schools for deaf, blind. 
asylums, etc. 

Pena! institutions 

Government institutions 

Restaurants 
uilding owners and managers 

Real estate departments of in- 
surance companies 


A PRAINIES COR ATMS MAN TAMING BOM oe 


ros FOR CQOUIPMENT 
= $4,250,000,000 is: tims 
m eretrenre of ime oes MPENDITE “ 
Lb NEW PEAK IN 194 


1938_... advertise- 


ments appeared in INSTI. 
TUTIONS Magazine. Show- 
ing a substantial increase, 
this indicated that adver- 
tisers and their agencies 
were coming to realize more 
and more the advantages of 
INSTITUTIONS Magazine. 
New advertisers were added 
to the growing list until 


1939—s83 advertisements 
appeared in INSTITUTIONS 
Magazine. 
a gain of 160% during 1939 
over 1938. 


This represents 


... and there's a Reason for this 160% increase 


Mail coupon NOW for full details 


eee 


me an Audited Circulation 


Statement and other information. 


State 


areas 


Power and gas companies 
Steamship lines and dining car INSTITUTIONS MAGAZINE. Send 
systems 1900 Prairie Avenue. 
Outfitters or jobbers and their Chicago, Illinois 
salesmen 
Contract departments of 
retailers : N 
Architects specializing in Firm Name 
institutions 
Manufacturers and their sales- Street 
men and agents 
Dietitians and housekeepers Cit 
Janitor supply houses Y 
Audited circulation state- 2-40 Attention of 
ment furnished upon re- 
we — 
A Domestic In our Sist M A G A c 
Engineering year as 
Publication Publishers 


INE 


—Published Monthly— 
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PRAIRIE AVENUE 
.. CHICAGO, 


HLL. 


— 


HONORED 


| 


| 
i 
| 


| 


Ralph Starr Butler (left), General Foods 


Corporation marketing expert, and 

Mason Britton, vice-chairman, McGraw- 

Hill Publishing Company, who won high 

honors in the advertising awards com- 
petition. 


| 


} 


. | 


Rubicam, Inc. (Cluett, Peabody & 
Company, Inc. — Sanforized- 
Shrunk). 


Other Awards 


Association Advertising — Medal 
Award—Erwin Wasey & Company, 
Inc. (Air Transport Association). 
Honorable Mentions — Newell-Em- 
mett Company, Inc. (Savings Banks 
of Manhattan, Bronx & Westches- 
ter); Newell-Emmett Company, Inc. 
(The United Brewers Industrial 
Foundation). 


Technical Distinction: 


1. Advertisements Distinguished 
for Layout, Art and Typography— 
Medal Award—Lord & Taylor. Hon- 
orable Mentions—N. W. Ayer & Son, 
Inc. (DeBeers Consolidated Mines, 
Ltd., and Associated Companies) ; 
N. W. Ayer & Son, Inc. (Lincoln 
Motor Company). 

2. Advertisements Distinguished 
for Copy—Medal Award—H. B. 
Humphrey Company (Barre Guild). 
Honorable Mentions—N. W. Ayer & 
Son, Inc. (Polk Miller Products 
Corp.) N. W. Ayer & Son, Inc. (La- 
dies’ Home Journal); Young & Ru- 
bicam, Inc. (Portland Motor Car 
Company). 


Areas as published in Printer’s Ink. 
Monthly). 

2. Research Projects Used in the 
Promotion of a Publication, Product 
or Service—Medal Award — The 
McCall Corporation (A Qualitative 
Study of Magazines). Honorabk 
Mentions Meredith Publishing 
Company (A Study of Farm Family 
Expenditures); Herbert A. Thomp- 
son and Leonard E. Luce of Arthw 
Kudner, Inc. (An Analysis of Read- 
ing Habits). 

Radio Awards: 

1. For Contribution to the Know]- 
edge and Technique of Radio Ad- 
vertising — Medal Award — D. P. 
Smelser. 

2. For Outstanding Skill in Pro- 
gram Production—Medal Award— 
J. M. Mathes, Inc. (Information, 
Please!” for Canada Dry Ginger 
Ale, Inc.). 

3. For Excellence of Commercia] 
Announcements — Medal Award — 
Young & Rubicam, Inc. (‘“‘Jell-O” 
for General Foods Sales Co., Inc.). 


Cites Advertising’s Value 


In an address before the awards 
dinner Mr. Butler came to the de- 
fense of advertising as an economic 
and social force, remarking that “if 
the distributing machine is funda- 
mentally useful and sound it has 
nothing to fear from intelligent in- 
quiry into its workings.” 

“Those who believe in the system 
of voluntary enterprise recognize its 
faults, but they recognize also the 
greater disadvantages of the collec- 
tivist alternative,” he said. “While 
we may or may not think that the 
free enterprise system is the last 
word in the development of society, 
most of the people of this country 
believe it holds far more for them 
of happiness, freedom, and genera] 
welfare than any alternative that 
has thus far been proposed. I be- 
lieve that our existing system will 
persist, and that as long as its es- 
sential features remain, advertising 
as an economical aid to business 
will continue to justify its existence 
by performing a necessary function 


Research Achievement: 

1. Research Projects Not Related 
Specifically to Any Publication, 
Product or Service—Medal Award 
—The Advertising Research Foun- 
dation (The Current Studies Nos. 1, 
2, 3, 4, of the Continuing Study of 
Newspaper Reading). Honorable 
Mention—Walter P. Burn & Associ- 
ates, Inc. (Studies of Metropolitan 


and by contributing in an important 
| way to the welfare of society.” 


Lopes Joins Sumner 


J. J. Lopes has joined G. Lynn 
Sumner Company, New York, to 
take charge of publicity. He will 
continue to handle publicity for the 
Advertising Club of New York. 


This advertisement sponsored by 


AT 
453.086 


LOAVES OF BREAD 


WILL PAY ADVERTISED PRICES 


We're in the market for nearly half a million loaves of bread today and 
every day. We buy bread of every type and every shape in every size. We 
are also in the market for carioad quantities of everything for the home. 
We're big business ... and profitable business. Cut yourself a slice of our 
market... call a Rodney E. Boone Man now and arrange to place your 
proposition before us. (Boone offices located in principal cities.) 


represent the market of the readable, reliable Chicago Herald-American 


TED 
CE 


more than 460,000 families who 
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li sf eners Vi e for fend . a Sgt <7 By el Parman Joins Kastor ‘| Getuedales Campaign Three Name Sneider 


Robert Parman, formerly w ith | A direct mail and magazine ad-| A. M. Sneider & Co., New York, 

Broadcast” on the Mutual Broad- | nonahue & Coe, New York, has been | vertising campaign has been sched- | has been appointed to direct the ac- 

casting System. Pepsodent Com-|named an account executive of |uled by Van Auken-Ragland, Inc., |counts of Schaffer Belts, Inc., Ad- 

(ver $100 000 pany, on NBC, will award a|/H. W. Kastor & Sons Advertising | Chicago, for its new account, the |justable Shoe Corporation, both of 
’ first prize of $5,000 and a second |Company, New York. |Deluxe Products Corporation, La|New York, and Florida Medical 

of $1,000 for the best name for a | — Porte, Ind. |Center, Venice, Fla. Schaffer will 

‘ > baby girl, and also gives 1,365 other | ———— /use fashion magazines and direct 
in Prizes Weekly cash prince of from 3 $0 8990 cach |"eoe om Select List __. Joins Newell-Emmett mail for its | Belt-of-the-Month 
week. The Citizen, Urbana, O., has been | styles. Adjustable Shoe, a _ retai 


; g re-elected to the Ohio Select List| George Ogle, formerly with Ward shop, has launched a newspaper 
D i al Twisters Reach Colgate-Palmolive-Peet Company | after a lapse of three years, and will Wheelock Company, Philadelphia, | campaign featuring a 30-day money 

is awarding seven diamond rings, | pe represented nationally by John | has joined the radio department of | back guarantee. The Florida Cen- 
Out for Mounting Ad. ° valued at $100 each, every week on | W. Cullen Company after June 1. | Newell-Emmett Company, New /|ter, a health and recreation resort, 


— its program on CBS. In addition to ——— | York. is using newspaper space in resort 
queens wate ae quastone se Stewart-Warner Company is the | Omega Watches to Best : ® 
By SURESH CORSABA Prom ian = gg al Megane ba | last to cut prices on refrigerators Norman Morris, Inc., New York, Middleby Names Agency 
New York, Feb. 14.—Merchandise | “'"8*T ye 2 Se See 


with announcement of a 6-cubic- | has appointed Frank Best & Co., Joseph Middleby, Inc., Boston, has 
ind cash prizes amounting to more | sets of the Encyclopedia Britannica, | foot box at $114.75. Its lowest-price New York, to direct advertising of |placed its advertising account on 
than a hundred thousand dollars are | V@!ued at $350 each, on its weekly|on this model previously was|Omega watches. Newspapers and|Midco Freeze with Ingalls-Miniter 


siven away each week by advertis- | PTO8™@a™M On NBC. ' $144.95. | snamenines will be used Company also of Boston. 
give c a) c 3 = : ertis- - 

ers eager to capture the flickering | 

favor of radio listeners, a survey of | 

programs on the three major net- | 


works revealed this week 

Now that the trend toward give- | 
iways Of cash and valuable mer- | 
handise has become a daily habit, | 
chronic fans find that a twist of the | 
dial brings them not only entertain- 
ment, but a chance at a substantial 
sum of money, a fur coat, a dia- 
mond ring or a new car. 

\ hundred thousand dollars rep- 
resents a conservative estimate of 
the value of cash and merchandise 
combined. No exact figure can be 
jetermined since the number and 
size of the awards often depend on 
the number of questions used and 
inswered correctly during the course 
of a quiz program, and other vari- 
ible factors. In addition, contests 
ire often conducted over short 
periods of time with prizes adding 
to the weekly haul of lucky listen- 


Wide Variety 

In addition to cash prizes ranging 
from $1 to $5,000, the inducements 
offered by radio advertisers include 
such varying objects as serving 
spoons, jade brooches, hosiery and 
baby bonds of the United States 
Treasury. Prizes go to both the 
studio and radio audience. 

Types of programs also cover a 
vide range, from the quiz show, 
necessitating mental exercise, to the 
kind requiring only that the listene: 
have a telephone, and be at home 
when it rings to inform him that 
he has won a prize. A large num- 
ber require box tops or other proof 
f purchase along with letters on 
arious subjects 

Among the advertisers who offer 
arge prizes on their radio programs 


are Procter & Gamble Company, How to uf our roduct 
vhich is awarding weekly prizes of p y p 

ten Buick sedans with 1,000 gallons 

of gasoline and $50 worth of ac- 

cessories on each of four programs ; 7 - 

on the National Broadcasting Com- In 1 a e p la omes 

pany, and one on the Columbia 

Broadcasting System in a_ contest 

being conducted over a_ specified 

period of time Another contest, 


In Philadelphia, City of Homes,” families are plan- —more than named all other newspapers combined! 
ponsored by P&G on two programs ' : . 
22 EBS ‘and one on NBC, offers @| ning home improvements . . . studying advertising of For thirty-five consecutive years The Evening Bulletin 
»),000 grand prize at the end of - - - 
Je contest, a $1,000 weekly prize) home supplies and equipment... and buying adver- has led all Philadelphia daily newspapers in circulation, 
I he duration of the contest and c : s . 
even daily prizes of $100. Illinois | tised products for more individual single-family homes, on merit alone-—without subscriber contests or premiums 
| ; ; ; 
_than in any other metropolitan center in America! or prizes to subscribers. 
Recent surveys* made by an impartial research organi- People buy The Bulletin to read... and read The 
zation prove that in Philadelphia The Evening Bulletin Bulletin to buy! 
is preferred for day by day advertising readership by Let your advertising agency show you how The a 
more people than all other newspapers combined. Evening Bulletin ... with 94.9% of its large circulation 
| For example: When 34,636 customers actually concentrated in the Philadelphia retail trading area... ty 
e — Ke 
| spending money in grocery and food markets, drug stores, will give you effective coverage of one of the nation’s 
| a prominent department store and other points of sale greatest city markets for home products, at one of the 
_ answered the question, “In which one newspaper do you lowest costs per reader in America. = 
. 4 
look for advertising of the produc ts sold here?” *Nine out of ten dwellings in Philadelphia are single-family homes. More than mn 


Vew York Citu and Buffalo combined; more than in any one of twenty-two states 


20,011 named The Evening Bulletin, more than U. 8. Census, 1930) 


Complete nformation about these and other important consumer and dealer 


three times as many as named the second newspaper surveys mate by Boce 


a Philadelphia.~ Cy of Ae vd ime Noo Ove 


Federal Research Corporation, will be sent on request. 


Copyright 1940, Bulletin Company, Philadelphia 
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ADVERTISING AGE 


February 19, 1949 


Names Committee 

Donald A. Thomas, general chair- 
man of the Advertising Affiliation 
convention to be held in Buffalo 


May 3 and 4, has named Robert B. 
Bolles director of the convention 
committee, assisted by Gordon E 
Smith, Leo J. Burns, Homer J. 


Savage, R. J. Schutz, Lambert J. 


Wischerath, Howard H. Raitt, Dud- | 
ley J. DeMun, William H. Scott, 
Henry A. Turner, William S. Mc- 
Kinley, William R. Albright, Finley 


Ross Barlow, Donald 
Harry W. 
Mattie Newman. 


J. Brown, G. 
FE. Hathaway, 
and Miss 


Huston Appointed 


Roger K. Huston, in charge of na- 
tional sales for KNX, CBS Los An- 


geles station, for the past year, has 
been made manager of the Los An- 
geles office of Radio Sales, which 


represents seven CBS-owned and 
operated stations and thre , CBS re- 
gional networks. George Mosko- 


vies, who has handled shake post in| May 


the past, will now devote his full! 
time to sales promotion direction of 
the Columbia Pacific network. 


Campbell Signs Wiley 
Fletcher Wiley, Pacific coast radio 
urtist has been signed to a contract 
by Campbell's Soups to broadcast 
five times a week over the CBS 
western network, starting Feb. 19. 


Whitney | 


Smooth Imre N ude 
to Continue as 
Attention-Getter 


New 


| only 


York, Feb. 14.—Introduced 
last June, Imra, depilatory of 
Parfums Chevalier Garde, Inc., will 
go into its second season with an 
|}advertising budget almost three 
times that afforded the introductory 
effort, the company revealed today. 
| The smooth Imra_ nude, which 
graced the first advertisements, has 
| been retained this year as a symbol 
of the clean body resulting from the 
product’s use, though the figure it- 
self will receive less emphasis than 
formerly. Since the sweet, non- 
chemical smell of the depilatory is 
a main talking point for Imra, col- 
| ored flower illustrations will serve 
|as background for the nude when 

'the campaign swings into high in 
At present a few class maga- 
zines are being used with all featur- 
ing feminine limbs. 

At the same time it was disclosed 
that test copy is currently appear- 
ing in resort publications on Chev- 
alier’s Sutra, a sunburn preventive, 
preparatory to a bigger campaign 
in national magazines. Sutra is said 
to filter the sun’s rays without pre- 
| venting the absorption of vitamin D 


by the skin. Insect-repellent prop- 
| erties are also claimed for the prep- 
| aration. 

The enlarged Imra schedule will 


include American Hebrew, Cue, 
Harper’s Bazaar, Life, Mademoiselle, 
McCall’s, Photoplay, Script, Vogue 
and You. 

Abbott Kimball Company is the 
agency. 


Advertising to Herald 
New C-W Air Transport 

Return of the Curtiss-Wright 
Corporation to the air-transport 
field will be heralded with full- 
page insertions in Aero-Digest and 
Aviation, featuring a new twin- 
motored airliner. The company has 
been building military craft in re- 
cent years. 

Correlated with the  Curtiss- 
Wright advertising schedule will be 
the copy of 25 materials and parts 
suppliers in national aviation trade 
journals and aircraft magazines in 
which the new model will be fea- 
tured. 


Announces Garden Book 


The first edition of the 
Garden Club Blue Book, 
lists of garden clubs, members, 
nurserymen, seedsmen, plant pat- 
ents, etc., will be issued early in 
March by W. B. Otto, 440 S. Dear- 
born street, Chicago. 


annual 
containing 
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CATERPILLAR STORY WELL 


(tae | ddicioms 


A spread from the unusual annual re 
port of Caterpillar Tractor Company 
showing how attractive charts anc 
typography bring the message hom: 
at a glance. At left is the insid: 
back cover of the report, an excep 
tionally attractive montage of manu 
facturing operations in the company’ 
plants. 


| . 
Towne Talk Appoints 

The Towne Talk Company, Los 
| Angeles, manufacturers of Towne 
Talk Toppings, has appointed Mil- 
ton Weinberg Advertising Com- 
pany, Los Angeles, to direct its ad- 
vertising A radio campaign is 
planned in California. 


Announce New Service 


A public relations service is an- 
nounced by Jess Krueger and Asso- 
ciates with offices at 564 Wrigley 
bldg., Chicago. 


Joins Agency Network 

A. W. Lewin Company, In 
Newark, N. J., advertising agence) 
has been elected a member of. the 
National Advertising Agency Net 
work, St. Louis. 


Releases Bulletin 


Selling furniture by radio is tly 
subject of a trade study released t 


members by the National Associ: 
tion of Broadcasters, Washingto: 
a Ss 


*Investigations have proved 
| that a fleet smaller than ten 
vehicles does not constitute a 

buying unit, and is not large 
enough to justify 
the installation of 
shop equipment. 
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004 in 1938. Gross sales totaled 
$98,078,477 as compared with $97,- 
486,877 in 1938. 
Jewel Tea Company 

Net income for 1939 was $1,583,- 
177 as compared with $1,423,959 in | 
1938. (Sales for Jewel and other | 


chain stores are reported elsewhere | 
in this issue.) 


G. C. Murphy Company 
Report shows a net profit of $3,- 
307,822 for 1939 as compared with 


Chrysler Earnings 
Up 100% in 1939 


in Spite of Strike 


New York, Feb. -In spite of 
the most prolonged strike in recent 


as compared with a loss of $1,491,032 
in 1938. Net sales amounted to 
$25,038,398 in 1939 as compared to 
$20,521,857 in the previous year, a 
| gain of 22 per cent. 


Real Silk Hosiery 


Net profit for 1939 totaled $169,- 
536 as compared to $119,018 in the | 
previous year. 


Royal Typewriter Co. 


Earnings for the six months 


Chicine Mail Sides 


Profit for 1939 gained 41.4 per 
cent over the previous year. The 


| total for 1939 was $308,849 as com- 


pared to $218,431 in 1938. This is 
the sixteenth consecutive year in 
which the company has reported a 
profit. 
General Shoe Company 

Net sales and net profit for the 
three months ended Jan. 31 
the highest for any like period in 


were | 


806 with net sales totaling $11,022,- 
424 in the same period. Forty-five 
new types of tubes were put into 
production during the year. 
Monsanto Chemical Co. 
Preliminary report shows 1939 
earnings of $5,546,416, equivalent 
to $4.01 per common share as com- 


| pared with $2.35 in 1938. 


Kroger Celebrates 


years in the automotive field, $2.489.866 in 1938. ended Jan. 31. 
Chrysler Corporation ended 1939 : ‘ 003 Exports 
with net earnings approximately S. H. Kress & Co. ; . 


twice those of 1938. Earnings for Net profit for 1939 totaled $4,963,- | per cent 
1939 were $36,879,829 as compared 


870 as compared with $3,668,216 in 
with $18,798,294. 1938. 


1939, totaled $963,-| the company’s history. Net sales| Annual Ohio Week 

normally taking 20 totaled $3,726,379, a gain of 20 i Kroger 

of domestic production, | C¢™t over the previous year. Net | Company, 

have gained since the outbreak of | — MnSEnES $215,045, a gain} week by 

the war, it was reported. Loss of of 54 per cent over the like 1938 | Ohio 
: ; | period. 


Grocery and Baking 
Cincinnati, observed Ohio 
featuring products from 
farms and _ factories, using 
newspapers and posters to tell how 


some markets has been offset by in- | } @ ; 

Net sales : ar é . : . much Kroger spends Ohio for 
weak a a e yr a. rs b yer Bigelow-Sanford Carpet creased sales to South America and | Hygrade Sylvania Corp. products yt om wos geo Era! 
Sot. wet as © -_— ee 9 Tat 3 a a 5 - y oe aie ee oe >, « 7 Spe « 
$4] : 950.512 in 1938. New car reg- Profit for 1939 totaled $2,180,344 | England. Net income for 1939 totaled $856, taxes. 


istrations indicated that a total of 
697,642 Chrysler, DeSoto, Dodge 
and Plymouth passenger cars and 
trucks were sold during 1939 as ' 
pared with 512,873 in 1938. WHAT'S NEW 
The Chrysler report, accenting 
the improved general situation in 
the industry, followed the an- IN PORTLAND, 


ouncement made last week by Al- 
OLD CHOPPER? 


SIR, | CANNOT TELL A LIE. THERE !S 
NO NEWS. JUST THE SAME CONTINUED 
STORY OF THE JOURNAL LEADERSHIP. 


fred P. Sloan, Jr., chairman of Gen- 
eral Motors Corporation. Mr. Sloan 
said that net earnings of G-M, sub- 
iect to final audit, totaled $183,300,- 
000 for 1939. This was equivalent 
to $4.04 per share as compared with 
$2.17 in 1938. 


TRAFFIC RISE LIFTS 
RAIL INCOME TO ‘37 LEVEL 

Washington, D. C., Feb. 14.—The 
Association of American Railroads 
this week reported that rail net 
operating income for 1939 totaled 
$588,800,892, a substantial gain over 
the $373,150,639 reported in 1938 
lhe current figure approaches the 
90 million reported in 1937. 

Chiefly responsible for the im- 
proved showing, the association 
aid, was the traffic rise in the last 
four months of 1939, the largest 
ever recorded. 

Among individual roads current- 
ly reporting on 1939 operations was 
the Illinois Central System. The 
I-C reported that net earnings for 
1939 totaled $2, 335, 775 as compared 


ieatintn Seeaith 

| Net income advanced to $172,- 

p 586,529 for 1939 as compared to 
$152,428,028 in 1938, according to 
the report filed this week with the 
Federal Communications Commis- 
ion. This does not include divi- 

' dends received from subsidiary and | 
i other companies. 

Marshall Field & Co. 

Net profit for 1939 totaled $4,636,- 

58 as compared with $3,492,238 in 

1938. All divisions of the company 

reported increases over 1938. Profits 

of the retail division increased from | 
| $3,940,099 in 1938 to $5,320,933 in 
1939; profits of the manufacturing | 
division went up to $725,319 from | 
3,165, and those of the real es- 
division totaled $385,806 as 
compared to $209,968 in 1938. 


National Biscuit Company 


Net income for 1939 totaled $12,- 
334,004 as compared with $12,334,- 
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@ Nineteen thirty-nine was another bowl-of-cherries year for The Journal 
and for Portland retailers. Good for both because each was good to the other. 
There’s nothing revolutionary about that. It has been the same story years 
on end. But—extremely pertinent to you. Your Portland retailers are canny 
space buyers. Every advertisement must be a register-ringer. 


The fact that 
they have an outstanding preference for The Journal (see Media Records 
figures on the right) means that there is no question in their minds about 
the No. 1 newspaper buy in Portland. They are your retailers, selling your 
product. Seems logical, doesn’t it, that your advertising in the 
will strengthen their hand—and yours—in this market? 


Thi JOURNA 


Portland's Only Afternoon Newspaper 
PORTLANDe OREGON 
REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 


NEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAN FRANCISCO + LOS ANGELES +* SEATTLE 


A growing 


Station in a 
growing market 


same pa per 


—Baltimore! 


1939 TOTAL ADVERTISING 


_ DAILY AND SUNDAY | 
THE JOURNAL... 10,397,125 Lines w 


2" PAPER........ 9,718,922 Lines 


Titetes American Weekly 678,568L 
and This Week 278,864L) 


MTIOW AL_ REPRESENTATIVES 
EDWARD PETRY & CO. 
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Get Back of This Legislation 


The Logan-Walter bill, establish- 
ing regulations for the administra- 
tion of government 
and bureaus to insure judicial re- 
view of their decisions, has the | 
practically unanimous support of 
advertising, publishing and business 
interests. It represents a type of 
legislation regarding which uniform 
and unified action by all groups in 
the field should be taken. 

The Senate Judiciary Committee 
in reporting S. 915 to the Senate, 
made the following vigorous com- | 
ments regarding the necessity for 
this type of regulation: 

“Throughout the period since 
1887, the prime consideration and | 
emphasis have been on strengthen- 
ing the powers of the federal gov- 
ernment so as to regulate and con- 
trol the governed, with practically 
no consideration being given to pro- 
viding means and methods whereby 
the governors could be regulated. 

“The time has come when some 
of these regulators consider them- | 
selves above the statutes and when 
they show contemptuous disregard | 
for both the Congress and the | 
courts. Unless this country is to} 
become first a 
then a totalitarian government, 
with the states reduced to mere 
police provinces, and with both the 
legislative and judicial branches of | 
our government dominated by the | 
administrative agencies of govern- 


commissions | 


Product and Marketing Research 


The annual report of Swift & Co 


is particularly interesting because 


| ments of 


. | . ‘ . . . . 
parliamentary and | activities of the various administra 


ment, these administrative agencies 
must be required both to observe 
the terms of the statutes and to ex- 
ercise good faith in their adminis- 
tration of such statutes.” 

The five principal provisions of 
S. 915 and its companion measure, 
H.R.6324, are mandatory require- 
publication and hearings 
by all administrative agencies as a 


| preliminary to the issuance of rules 
7 and regulations; 


hearings by ad- 
ministrative bodies if application is 
made respecting existing rules and 
regulations; the 


peals for the hearing of appeals 
from rulings of individual officers 
or agencies; uniform procedure for 
judicial review of rulings, decisions 
and orders made by any adminis- 
trative body; authorizing the Su- 
preme Court to develop and issue 


uniform rules of practice and pro- | 


cedure for all federal administra- 
tive agencies. 

The procedures which would be 
followed in the event of the passage 
of this legislation would be greatly 
simplified, and the maze of uncer- 
tainty which now hangs over the 


tive groups in charge of business 
regulation would be largely elimin- 
ated. All advertising, 
and publishing interests should join 
forces in seeing that these bills are 
promptly enacted into law. 


.|not put upon the study of markets | 


as on the development of products. 


of the emphasis which is laid upon | New product development, together 


research as a basic 
great company. In the meat pack- 
ing business, where volume is large 
and margin of profit is small, it is 
evident that only the most efficient 
operation will produce a satisfac- | 
tory profit on the investment of the 
company and its sales turnover. 
We were not only impressed with 
the logical concern of the company 
in research as a method of improv- 
ing products and methods, but also 
in the study of markets. This is des- 
ignated by Swift as commercial re- 
search, as distinguished from prod- 
uct research. However, both types 
of study have a definite place in 


the program of the company, and | 


consequently are of legitimate in- 
terest to every stockholder whose 
money is invested with this leading 
producer of meat and allied prod- 
ucts. 

We believe that industry in gen- 
eral is well aware of the importance 
of research, but that in too many 


cases the same emphasis is 


. oe ° 
policy of this| with the improvement of old ones, 


and the betterment of materials, 
methods and machines used in pro- 
| duction, are of primary importance, 
but the same thinking which estab- 
lishes this type of effort as a part 
of fundamental business policy 
should be extended to include re- 
search into markets and marketing 
methods on the same basis. 

With so much attention being 
given at present to the problems 
of distribution, in an effort to elim- 
inate avoidable waste, thus giving 
producers and consumers a larger 
participation in the national in- 
come, business management should 
recognize the need for 
product and market research. 
different types of research, with 
different direction and objectives, 
are of course needed, they should 
be considered as parallel activities 
among companies which are seeking 
both maximum efficiency in produc- 
tion and sales, and the greatest serv- 
ice to the consuming public. 


While 


E. KEBBY, Secretary | 


Philip W. | 


establishment of | 
intra-administrative boards of ap- | 


| 
| 
| 


coupling | 


“Can you remember what you called me at breakfast this morning, darling? 
We're writing a letter to one of our backward accounts.” 


| 


| 


—Household Magazine 


You Know Me, Al 


Here’s the bottom piece of a sin- 
gle column book ad in The New 
Yorker. We’re sure the last para- 
| graph will interest you, as it did us, 
| because it urges you to write to the 
advertiser, who is identified only by 
| the illegible scrawl at the bottom. 
But of course you know who it is. 

The ad is noteworthy also for its 
casual offer to “buy back at $2 a 


(SEZ 
rv’sS 
UNANIMOUS 


Mencken's Happy Days is a smash hit. 30 
reviews so far, less than a week after pub- 
lication, and really not a sour note in the 
lot. For the record: of a first printing of 
7,500, 6,551 were ordered in advance of 
publication. Schuster of Simon and Schuster 
predicts it will be “a super best-seller,” and 
there's no greater authority on best sellers 
alive today. ($2.75) 


ee 
St Costs a Lot 


to indulge myself in this column (ask The 
New Yorker for advertising rates if you 
don't believe me). This is the fourth. Do 
you want me to go on—in an effort to be 
enthusiastic enough — well—not to make 
my authors cross — and truthful enough not 
to deceive you? Tell me, please: address 
$01 Madison Avenue, New York. 


marketing | 


| copy, any copy of “A Coffin for Di- 
mitrios’ bought by a New Yorker 
reader during February who isn’t 
really pleased with it, and a sugges- 
tion that the reader test his taste for 
|“Turn Ever Northward” against the 
advertiser’s—‘“‘you can do it for aw- 
fully little at a rental library.’ 


Fresh Linen 


This would probably be a better 
story if it weren't about Whiting- 
Plover Paper Company, which 
makes bond and ledger paper, but 
it’s a story anyhow. 

Whiting’s Frank Sloan sends us a 
set of his company’s letterheads, 
which wouldn't be especially excit- 
ing, although they are nice letter- 
heads, except that there is a differ- 
ent one for every day in the week! 
And to make doggone sure that the 
Tuesday letterhead doesn’t get oper- 
ated on by some scatterbrained 
steno on Thursday, the company has 
incorporated the day of the week in 
the letterhead design, right up front 
where it can precede the date. The 
designs are all different from each 


other, no attempt being made to 
maintain a family resemblance at 
all. 


More Black Light 


A couple of weeks ago we told 
you about the growing use of fluor- 


Ad-libbing 


| escent colors and black light in Eng- 


lish advertising. Now we find that 
they're getting quite a play over 
here, and that more is likely to be 
heard from them in the near future. 
Continental Lithograph is vigorously 
merchandising its Conti-Glow line | 
of fluorescent lacquer - enamels, | 
which are said to emit brilliant col- | 


ored light when held within range | 


of the unseen radiations from a| 
black light lamp in a darkened 
room. The lacquers are perfectly 


harmless (so is the light) and may | 
be used over any color. They are 
being sold in the advertising field 
primarily for indoor display, “where | 
the vivid contrasts, brilliant light- | 
emissions and ‘motorless’ animation 
attainable reach out to grasp and 
hold attention,’ and to sign and | 
lighting makers for use in showing | 
the actual working of a projected | 
sign or installation, in place of the 
color sketches formerly used. 


Advance News 


Before we could get around to 
telling you about the publicity man 
for a large corporation who sent out 
news of the company’s annual meet- 
ing, including the election of a new 
director to fill a vacancy, before the | 
meeting took place, things went | 
haywire. The cut and dried pro- | 
cedure apparently planned for the 
annual meeting got lost somewhere 
and when the meeting came around | 
the company elected two or three | 
new vice-presidents and made a 
number of other changes, thus put- 
ting the publicity man on a ror 


] 


uncomfortable spot for a day 
two. Regardless of this, however, 
we'd like to report that in our opin- 
ion it is very clumsy public rela- 
tions for any company to send out 
canned publicity dealing 
with action to be taken at a future | 
annual meeting. Maybe the public 
never knows the difference, but the 
editor or rewrite man who gets the 
piece gets a pretty bad impression | 
of the importance of ordinary stock- 
holders at an annual meeting 


releases 


Women Free, Girls $2 


Among the numerous other things 
WPA workers have been doing, has 
been a bit of research into early 
New Jersey newspapers, from which 
we give you the following text of 
an advertisement published in the 
Salem Sunbeam, Jan. 31, 1851: 

“NOTICE—The subscriber will 
have on February 2, a large num- 
ber of hearty robust women and 
large girls, who will work for very 
low wages. Those wanting such 
help in the spring, by taking them 
now, while there are several hun- 


dred on hand in want of situations, 
charge 
and girls for 
Joseph Davis, near 
Burlington County.” 


can have women, without 
from the subscriber, 
two dollars each. 
Moorestown, 


| advertiser or 
| executive 
| letterhead. 


| No. 1594. 


| W. Cullen Company, 


| No. 1597. 


| chandising 


No. 1579. 


‘| with a 


ices. 


Information 
for 


Advertisers 


The following documents may be 
secured without charge from ¢ 
panies sponsoring them, or thro 
ADVERTISING AGE, by any nati 
advertising age) 
writing on his busin 


Ohio’s Small City Mur- 
ket. 

This brochure, prepared by John 
tells all about 
the Ohio Select List of non-metro- 
politan newspapers. It covers pop- 
ulation, sales, and farming and in- 
dustrial activity for the state as a 
whole, and then gives the Ohio Se- 
lect List’s markets alphabetically, 
page by page, with maps and data 
on the newspaper in each area 
Available without charge only to 
national advertisers and recognized 
advertising agencies. 


No. 1595. Memphis 
Permit Holders. 
The Commercial-Appeal and 
Memphis Press-Scimitar have is- 
sued this alphabetical compilation 
of the 157 liquor stores operating in 
Memphis. The list provides name 
of store, permit holder and license 
number. 


Retail 


Liquor 


No. 1596. WCOA Market Data 

Facts about Pensacola’ and 
WCOA’s coverage are offered in thi 
booklet issued by John H. Perry 
| Associates. Listener surveys and ; 
breakdown of mail response are re- 
corded, with information on rat 
and merchandising cooperation 
A Study of the Smal 

Town Market. 

In preparation for this study, re; 
resentatives of Grit Publishing 
Company spent nearly a week in 
each of five small towns in five dif- 
ferent states, analyzing local con 
ditions, industries, sales and mer- 
methods. The finding 
in this illustrated brochure, which 


|has just been issued by Grit, pro- 


vide some interesting facts. 


The 
Market Book. 
An impressive job has been done 
by The American Home in this 
market book which defines and 
maps 94 metropolitan districts of 
the country and their retail shop- 
ping areas. Each district carries a 
tabulation of population, retail 
sales, buying power and homes, 
specially prepared map 
which correlates the data. The 
book is available without charge 
only to national advertisers and 
their advertising agencies. 


American Home 


No. 1584. How Big Business Bu 

Its Passenger Transportation. 
This study, issued by The Traffic 
World, shows the manner in which 
traffic departments of industria! 
and commercial concerns buy pas- 
senger transportation for compan) 
departments and employes. The 
scope of the influence held by traf 


‘fic departments in the selection of 


routes and carriers, «us shown !n 
the survey, indicates the importance 
of this market for passenger s¢! 


No. 1583. Providence Market | 


The Providence Journal-Bu 
has issued this data book on R 
Island and the Providence m 
dealing with people, homes, in 
manufacturing, ete. There 
breakdown of newspaper cov: 
and a reader survey with 2g 
showing reader interest, pag 
page, for specified issues ‘ 
Sunday Journal and evening 
letin. 


No. 1593. A Story of Big A@ 
tising Results in a Smal! ' 
The results of transportatio! 
vertising of eight local adv: 
in Jefferson City, Mo. are re} 
in this folder, issued by Bat 
Collier. 
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The 100-page March issue of Farm Journal and 
Farmer’s Wife sets a few new records, of which 
we are rather proud: 


a. This is the largest March issue since 1929. 


2. It has the largest advertising linage of any 
issue since March 1930. 


a More advertisers are represented in it 
than in any issue since March 1931. 


4. It has the largest circulation and the larg- 
est advertising revenue of any issue in 


Farm Journal’s 63-year history. 


: Why? Because we’re making a sincere and success- 
? ful attempt to give 2,500,000 rural families the 
kind of a magazine that “does something” for them. 
And because they like it, they read it. And because 
they read it—and are the kind of people they are 


—national advertisers find them a most responsive - 


and profitable market. 


Graham Patterson, Publisher 
Washington Square, Phila. 
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Joins Dillon-Beck 
Harry F. O’Hara, formerly with 
Newell - Emmett Company, New 


York, has been appointed advertis- | 


ing manager of Dillon-Beck Mfg. 
Company, Irvington, N. J. A na- 
tional campaign, promoting the 
company’s line of plastic fishing ac- 
cessories, will be launched in March 
in sporting goods magazines and 
local newspapers. 


Farm Editors Elect 


Tom Leadley, editor, Nebraska 
Farmer, was elected president of 
the American Agricultural Editors’ 
Association at its annual meeting in 
Chicago. Ray T. Kelsey, managing 
editor, Ohio Farmer, was made vice- 
president, and Vaughan Spencer, 
editor, Kentucky Farmers Home 
Journal, secretary-treasurer. 


Steere Opens Agency 


Howard D. Steere, formerly di- | 


rector of sales and advertising for 
Fintex Corporation, has opened an 
advertising agency bearing his 
name with offices in the David Stott 


Magazine Pull-Out 
in Color Makes 
New Philco ‘First’ 


| 

| Philadelphia, Feb. 15.—The “pull- 
out” advertisement, which has al- 
ready made its debut in business 
papers, will be adapted to the gen- 
eral magazine field by Philco Radio 
& Television Corporation in the 
March 2 issue of Collier’s, in a new 
bid for supremacy in the refrigera- 


tor field. Philco will not only use a | 
pull-out, but | 


four-page, full color 
attention of prospects will be di- 
rected to it with full page adver- 
tisements in newspapers of New 
York, Chicago, Philadelphia and De- 
troit, which will be placed by the 
magazine. 

To impress distributors and deal- 
ers with the gigantic campaign be- 
ing placed back of its refrigerators, 


Philco will deliver 12,000 copies of | 


the advertisement by Western Union 


ceding page without charge, having 
been the first to use the new tech- 
nique with an editorial pull-out 
during last fall’s automobile show. 
Other national magazines and 


|newspapers will be used freely in 


forthcoming months to justify Phil- 
co’s claim of according its organiza- 
tion the heaviest advertising support, 
Sayre M. Ransdell,_ vice-presi- 
dent, said. Good Housekeeping, Lib- 
erty and The Saturday Evening Post 
| are on the magazine schedule. The 
big national newspaper campaign 
| will be supplemented by a large 
volume of cooperative dealer copy. 


Campbell Advances 


James C. Campbell, formerly of 
| the state store department of Glen- 
|more Distilleries Company, Louis- 
| ville, has been made vice-president 
| in charge of public relations. 


Arthur E. Martin Moves 


Arthur E. Martin, Inc., advertis- 
| ing agency, has moved its offices to 


bldg., Detroit. He will handle the | 0m Feb. 23, when the magazine ap- | 307 N. Michigan avenue, Chicago, 


Fintex account. 


|pears. Collier’s is donating a pre- 


|from 328 S. Jefferson street. 


— 


Pen and Pencil Club 
Elects Committeemen 


The Pen & Pencil Club, Chicago's 
newest advertising organization, has 
elected seven committeemen to 
guide its destinies. They are Charles 
| J. Sheppard, A. E. Clayden, Inc.; 
Thomas Clark, Jr., Thomas F. Clark 
Company; Otto Holbein, Frank W. 
Finn Company; William Fleischman, 
Jr.. Howland & Howland; William 
D. Watson, Ruthrauff & Ryan; Roy 
E. Linder, Theis & Simpson Com- 
pany; Oliver S. Pepper, Standard 
| Rate & Data Service. 

The club holds a luncheon every 
| Thursday at 360 N. Michigan ave- 
|/nue, and one evening meeting 
monthly. 


Bonsib Shares Account 


| Bonsib advertising agency, Fort 
| Wayne, Ind., will continue to handle 
the business paper advertising, di- 
rect mail and sales promotion of the 
Wayne Pump Company. Hays Mac- 
farland & Co., Chicago, is handling 
| the national advertising for Wayne 


gasoline pumps, including color 
“Dages in The Saturday Evening 
Post. 


Billion dollar harvest? You bet! More 


than a_ billion-and-a-half 


spent annually with retailers in the pri- 


mary area blanketed by 
Money Belt stations. 


It’s spent by radio listeners. Ninety- 
one per cent of the families in the area 
own radios. And they listen to them, as 
proved by our steadily mounting mail 


returns. 


Singly, any one of the 


Belt stations will do the job for you in 
the sections you choose. But a combina- 


Cfoar Rapios 
WaTERioo 


ee oS 


Plant Your Pennies For A 


LLAR HARVEST 


— 


dollars are 


The Cowles fer... WMT and 


of the Des Moines stations, KRNT or 
KSO —a triple threat lineup—at a 
rate that’s attractively low. 


four Money promote 
gram, write today 


tions, Des Moines, 


Afihated wth THE REGISTER AND TRIBUNE, Des Moines, lowe 


tion, spotted at strategic points, entirely 
blankets this rich area. 


So, we have a special combination of- 


Let us help you get your share of the 
rich harvest of sales in America’s Money 
Belt. For rates and details on how we 
and merchandise 


WNAX with either 


your pro- 
to The Cowles Sta- 
lowa. 


— 


Represented Nationally by THE KATZ AGENCY 


| 
} 


ry premiums. 
| € 


NOT GUILTY 


Open Letter to Dr. H. MacWithey, Our Next 
Door Neighbor and Prop. of “the torrid” 
Ball 'N Pin Bowling Alleys. 


WE DID NOT 
BURN YOUR 
BUILDING 
DOWN! 


We Admit That our new 1940 Ply- 
mouth and DeSoto cars are the “hottest” 
things in town—and 


We Adailt That they sure are dyna- 
mite on the road but— 


We Deny Any responsibility for your 
unfortunate fire, as our foreman covered 
each car with an asbestos hood before he 
went home. 


P.S. Maybe it was our bowling team 
that burned up your alleys, 


P.S. No charge for the up 
PS. Sorry, Doc! 


== 


Hayes Motors 


512 W. Burlington 


Phone LaGrange 170 


Lee Richmond of Perkins Products Com- 

pany, Chicago, noticed this unusual copy 

for an automobile dealer in a suburban 
paper. 


Mistele Account to Sun 


Mistele Coal Company, Detroit, 
has placed its account with the 
Sun Advertising Agency, Detroit 


John B. Murphy is account execu- 
tive, and Ed Modes is in charge of 
production. 


Names Lefton 

Beneficial Management Corpora- 
tion, Newark, has appointed Al Paul 
Lefton Company, New York, to di- 
rect its account. 


HOW 10 INCRE 
YOUR SALES 


0l0F d 


Read About the Experiences 
of Advertisers Who Have 
Increased Sales with This 
New Premium Technique 


A sure and quick method to in- 
crease sales is to offer housewives 
smartly styled costume jewelry pre- 
miums—at good values. 

Our company has worked with 
advertising agencies and_ their 
clients planning and developing suc- 
cessful tere) premium promo- 
tions. Satisfied clients have indi- 
vidually received sales increases as 
high as 104°;,—more than ten mil- 
lion boxtops and coins have been 
received by advertisers using jewel- 


r client X, manufacturing a 
nationally advertised household 
cleanser, during a 25c jewelry pro- 
motion received returns in six 
figures; another client received 
more than 35,000 boxtops and coins 
in one day alone. 

Our proved and invaluable ex- 
perience in this field is offered to 
manufacturers and agencies who 
recognize premium potentialities 
No charge for this service. 


Osth,- Barton G. 


Manufacturing Jewelere 

Providence, R. 1. @ Branches: 
New York, Los Angeles, Chicago 
Pe _ ow ew i i -_— 


Ostby & Barton Co., Dept. E2. 
I 118 Richmond St., Providence, RB. 1. 


I am interested in your proved method | 
I increase sales. Please give particulars. 
I Your Name 


| Company . 


| Address 
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perenne 19, 1940 


ADVERTISING AGE 


CANADIAN MAGAZINE 


ean’'s Magazine ; 
Cs lian Home Journal 
Maytair 
*hateliaine 

ian Hom 


' es & Gardens 
National Home 
rtv x 


Monthly 


Commercial Display in Canadian Farm Papers 


Free Press Prairie Farmer 
Family Herald & Weekly Star 
‘fastern Edition ....... 

Western Edition ... 
rhe Farmer's Magazine 
suntry Guide & Nor'-West Farms 
‘Western Producer .. as - 


Total Group +37.1% .. 
tSemi-monthly—both issues included. 
+Weekly—Jan. linage shown, not includex 
*Five issues in 1940—four issues in 1939. 


Canadian Linage | 


Shows Decline of | 


5.3% for February 


Chicago, Feb. 14.—February lin- 
age in six major Canadian maga- 
zines totaled 145,229 as compared | 
with 153,270 for the same month | 
last year, according to reports to 
ADVERTISING AGE today. This was a 
decline of 5.3 per cent, although 
four of the six reporting bettered 
their 1939 marks. 

February linage in the two farm 
monthlies reporting totaled 39,121, a | 
gain of 37.1 per cent over the 28,528 | 
lines carried by these papers last | 


year. Three other farm papers, re- 
porting January linage today, all 
scored gains over 1939. 


Figures and page totals for the 
individual publications are shown 
in the accompanying table. 


Advertising Leaders 

on Insurance Program 
Leaders in advertising and public 

relations will address the Insurance 

Advertising Conference at the Hotel 


Biltmore, New York, Feb. 29 and | 
Mar. 1. Among these are Emmett 
Corrigan, vice-president, Albert 


Frank-Guenther Law, Inc.; William 
MacDonald, Time; Vernon C. Mey- 
ers, director of visual education, 
Look; Edward King, secretary-treas- 
urer, Hooper-Holmes Bureau; Jesse 
J. Haight, Wilson & Haight, Inc., ad- 
vertising agency of Hartford, Conn.; 
Leonard Raymond,  Dickie-Ray- 
mond, Inc., direct mail specialists, 
and Edward Bernays, public rela- 
tions counsel. 

Jarvis Woolverton Mason of the 
National Fire Group will be chair- 
man of a discussion on “Advertis- 
ing Is Selling.” A direct mail sym- 


posium will be in charge of Douglas | 
Lewis | 


J. Murphey, and W. 
will direct the 
forum. 


Zetf and Malone Move 


Zeff and Malone, Chicago adver- 
ising agency, 
N. Michigan avenue, to larger quar- 
ters at 664 N. Michigan avenue. 


Leslie 


employe relations 


EST 


*tsu RUBBER OF. 
PAPER EMENT 


= FOR THE = 
GRAPHIC ARTS 


Used Everywhere for 
MOUNTING DRAW- 
INGS, PHOTOGRAPHS, 
LAYOUTS and DUMMIES! 


NO WRINKLING— 
CURLING or 
SHRINKING 


has moved from 520 | 


ADVERTISING LINAGE | leaden to » Wesson teens 


George R. Jordan, formerly ad- 
vertising manager of Jacob Ruppert, 
Brewer, New York, has been ap- 
9.0 27,287 32. 22,839 | pointed sales manager of the Bru- 
+p scare 7 ‘4.029 | box division of Warren-Norge Com- 
pany, New York. Warren-Norge 
has been named exclusive distribu- 


Pages Lines Pages Lines 


»9 491 
29,991 


25.1 17,559 23.1 16,161 
8 . 12 5 ry 


0 | beer dispensing equipment, a prod- 
|}uct of Worthington Pump and Ma- 
chinery C orporé ition. 


— 1940 19 . 

Pages Lines Pages 

32.9 *36,226 «23.8 «7 Buchanan on Leave 

_ 80.9 30,879 24.6 24,612 E. W. “Gene” Carlson has been 
25.9 *25,924 18.3 ae 255 | made acting wt Ao manager of 
s ag ; “ +e 306 | the Ohio Farmer, Cleveland, while 
16.0 17,62 11.7 322 ,C. V. Buchanan, advertising mana- 


. | ger, takes a three-month leave of 
9,121 28,528 | absence to recover his health. Vance 
Bell, formerly with the Gazette, 
Delaware, O., is assisting Mr. Carl- 
son. 


i in total. 


tor in greater New York of Brubox | 


Visking Expands 
1940 Campaign on 
‘Skinless’ Casings 


Chicago, Feb. 14.—Expansion of 
the 1940 consumer advertising pro- 
gram to include all processed meat 
products that can be packed in arti- 
ficial casings is planned by the Vis- 
king Corporation, Chicago. Last 
year the campaign was limited to 
skinless wieners and frankfurters. 

The schedule calls for a full page 
in four colors and several half-pages | 
in two colors in Life, and half-pages 
|in two colors in Good Housekeeping, | 
Ladies’ Home Journal, McCall's | 
and The Saturday Evening Post. 

To enable packers to tie in with 


the national advertising campaign, 
Visking is offering a mat service for 
use in local newspapers. Point-of- 
sale material also is offered. 

All illustrations for the magazine 
advertisements are made in four- 
color photography and reproduced 
from four-color photographs by a 
two-color process. W. R. Hemrich 
is advertising and sales promotion 
manager for Visking. 


Two to Norman Waters 

Turoff-Hodes, Inc., New 
has appointed Norman D. Waters & 
Associates, New York, to direct ad- 
vertising of its Mam'selle handbags. 
The agency has also been appointed 
by Progressive Leather Goods 
Company, West New 
to direct initial promotion of a new 
men’s wallet. 


“I DON’T LOOK LIKE 


wilhe 
7 


But the men of iron and steel wh 

live and labor inside our abate 

Horseshoe”’ earn more than ten 
million dollars every week! 


When paymasters of blast furnaces, 
rolling mills and other iron and steel 
plants within the ‘‘“Golden Horseshoe” 
(that super-market blanketed by WJR 
Detroit and WGAR Cleveland) have 
made their weekly round — another 
ten million dollars has gone back 
into circulation. 

More than a half billion dollars paid 
every twelve months to a single in- 
dustrial worker group! Three and one- 
half million to be spent every week 
for food alone. More millions for drugs, 
for clothing, for automobiles — for 
your own product! 

Steel production here in 1939 was 
up 65% over ‘38. Pig iron production 
doubled. So look for and take ad- 
vantage of another great year. Start 
selling through the Great Stations of 
the Great Lakes! 


WIR 


THE GOODWILL STATION 


WGAR 


THE FRIENDLY STATION 


Cleveland 


Basic Stations . . . Columbia Broadcasting System 
Edward Petry & Co., Inc., 
National Sales Representatives 


York, 
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February 19, 1949 


TOUGH BREAK 


Tice averren rome ous or noe! | 
| 


The day this light-hearted Corn Flakes 

copy ran in Tampa the highest tempera- 

ture recorded in that Southern city was 

58 degrees, and the lowest was 38 
degrees! 


‘Outlift’ as Well 
as ‘Upliff' is New — 
Brassiere Feature — 


(Picture on Page 39) 


New York, Feb. 13.—The advent | 
of Allegro brassiere, latest addition | 
to the series of musically-termed 
products of Maiden Form Brassiere 
Company, is to be heralded with a 
campaign which will top all pre- 
vious efforts of the company, it was 
disclosed this week. 

Maiden Form claims to have orig- 
inated the “uplift” style of support 
back in the ’20’s, and now asserts 
that Allegro gives “outlift” to the 
female figure as well. The new type 
brassieres are also to be found on 
Maiden Form’s “once-over” founda- 
tion garments, which come with a 
choice of seven different brassiere 
tops. Insertions highlight the bras- 
sieres and foundation garments sep- 
arately. 


Extensive List 


The over-all campaign represents 
a gain of 20 per cent over last year’s 
schedule. The company has boosted 
production to take care of antici- 
pated sales, since last year’s busi- 
ness required capacity output. The 
increase in advertising budget will 
be reflected principally in the addi- 
tion of newspapers in 22 new mar- 


, ot 
Srour ROSES 


e / 
CAN YOU SELL 
DISPLAYS 


To National Advertisers 
In Quantity? 


If you can we have an attractive 
proposition in open territories. No 
objection to your selling kindred, 
non-competitive lines. We are 
creators, designers and manufac- 
turers of permanent, point-of-sale 
displays with over twenty years’ 
experience serving leading manu- 
facturers from oast - to - Coast. 
WRITE. do not telephone or call 
rsonally. State qualifications 
lly. Mention territory covered. 


CRYSTAL MFG. CO. 


1725 Diversey Blvd., Chicago 


kets. A total of 117 papers are | 
scheduled with rotogravure planned | 
in 42. 

The magazine list has also been 
increased and more than a dozen 
special magazines, such as those in 
the fields of nursing and obstetrics, 
are scheduled, as well as general 


|and women’s publications. The lat- 


ter include Congratulations, Cue, 
Esquire, Fawcett Women’s Group, 
Good Housekeeping, Harper’s Ba- 


ADVERTISING AGE 


: Howard Black Elected 


Vice-President of Time 

Howard Black, advertising direc- 
tor of Life since 1937, has been 
elected a vice-president of Time, 
Inc., publishers of Architectural 
Forum, Fortune, Life and Time. 

Mr. Black joined the advertising 
staff of Time in 1924, serving as 
Eastern advertising manager and 
becoming advertising manager in 
1933. 


zaar, Hygeia, Ladies’ Home Jour- 
nal, Life, Look, Mademoiselle, Mc- 
Call’s, The New Yorker, Parents’, 
Photoplay, Secrets, Theatre Arts 
Monthly, True Story, Vogue, The 
Woman and Woman’s Home Com- 
panion. 

Arthur Rosenberg handles the ac- 
count. 


Adds Beau Brummell 

Beau Brummell Ties, Inc., has ap- 
| emmage the Key Advertising Com- 
pany, Cincinnati, to handle its ac- 
count. The program calls for na- 
tional, trade and direct mail adver- 
|tising to supplement a broad re- 
|tailer cooperative campaign. 


Big Sales Gain 
for Royal Crown; 


Budget Boosted 


Columbus, Ga., Feb. 15.—Seeking 
to capitalize on a 1939 sales increase 
which was termed “sensational” by 
H. R. Mott, president of Nehi Cor- 
poration, Royal Crown cola will be 
backed by the heaviest campaign 
in its 30-year history in 1940, ac- 
cording to Mr. Mott. 

Newspapers, magazines, radio and 
outdoor posters feature the ex- 
panded promotion program. More 
than 600 newspapers from coast to 
coast are on the schedule, plus color 
copy to appear in several women’s 


magazines. Royal Crown is slated 


—— 


to return to the air, after a four. 
month layoff, later this week. It. 
program, Robert L. Ripley’s “Be. 
lieve It or Not,” will be heard over 
an 88-station hookup of the Colum- 
bia Broadcasting System. Greater 


emphasis will be placed this year o; 
humorous oddities. 


Batten, Barton, Durstine & (Os. 


born, New York, is the agency 
charge. 


Heads Newspaper Group 


Leslie Davis, of the Wall Stree 
Journal, has been elected presiden 


+ 


of the New York Newspaper Pro- 


motion Group. Dave Freud, of the 
Chief, is the new secretary-trea 
urer. 
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Anti- Advertising stances of guilt which are being ent at the luncheon were Stephen Dentists Fight Senet TURNS TO DRAMA 
used for purposes of effective gen- H. Fifield, FAA president, and vice- 
sdileeaiieis. sade Shall sedi Aes oe Fath of Advertising Barriers 
. A ti B eralization against the industry,” he | president of Barnett National ae 
1S ntl- usiness, declared. Bank, Jacksonville, Fla., and Pres- Rhames ee of rs — 
‘ _ , e xecutiv rice rej ‘titions intended to invali- 
: Referring to the Federal Trade ton E. Reed, executive vice-presi- | @um . ~ ecaccigeaenr $e ; _ 
PEF ad ; , PA J date a state law which imposes 
Lee Bristol Holds Commission’s effort to gain Con- dent of FAA. drastic restrictions on advertising 


New York, Feb. 13.—Every attack 
made on advertising is a “direct at- 
tack on the jugular vein of the 
capitalistic system,” Lee H. Bristol, 
vice-president in charge of advertis- 
ing of Bristol-Myers Company, told 
the monthly meeting of the New 
York chapter of the Financial Ad- 
yertising Association here last week. 

“It is the duty of every advertiser 
not merely to advertise the virtues 
of h 
virtues are there, and to see 
xe is not guilty of those special in- 


is product, but to see that those | 
that | 


gressional approval for an inquiry 
into distribution methods and costs, 
Mr. Bristol commented that busi- 
ness has been “frightfully negligent” 
in not marshalling all of its strength 
to oppose this “fishing expedition.” 

He declared that the attitude of 
business toward the “so-called con- 
sumer movement” should be sym- 
pathetic. He added that he “would 
hate to see the average consumer so 
swept off his feet that he would 
willingly relinquish any portion of 
capitalistic enterprise.’ Also pres- 


Victorine to East 
After many years 
a lettering artist and designer, W. 
O. Victorine will become associated 
with Frank W. Gurrier Studio, New 

York, effective Feb. 19. 


in Chicago as 


French Gets Curtis 


Curtis Manufacturing Company, 
St. Louis, manufacturer of automo- 
tive and industrial equipment, has 
placed its account with Oakleigh R. 
French and Associates, St. Louis. 


by dentists has stirred new threats 
|of legislation by the Michigan State 
Dent: a Society. 

The society plans to ask the state 
supreme court to invalidate several 
thousand signatures on the petitions 
which have been held valid by the 
secretary of state. 


Craig Advanced 


L. E. Craig has been 


appointed | 


of America, Cincinnati. 
Since 1936 he has been zone man- 
‘ager in Cincinnati 


general sales manager of the Trailer 


comes from country pockets! 


To make your budget bring you profits, you’ve got to bid 
for both the city and the country. For the cream of agricul- 


E careful where you hang your hopes when you plan 
your advertising budget. Don’t lean too much on cities 
. because some forty cents of every dollar spent at retail 


i 
I 


ture’s business will bring you more profit per dollar spent 


than the skimmed milk of city business can. 
Put as bluntly as we know how .. 
national advertising job without having your ads appear 


. you simply can’t do a 


regularly in Country Gentleman. 


For here, 2 million families strong, is the cream of agricul- 
ture’s buying, between the covers of a single, mighty, month- 


lv magazine. 
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Cream in buy-ability 


SIN 
ft 


on 


action in this market, 


* * 


cery stores than all cities of 100,000 up. 


ele 


tere 
A* 


a. = ae 


= re ‘ ‘ i 
ee, 


the words of hundreds of local 
dealers who have checked our subscription lists against 
their own best customer lists 

Cream in reach-ability because they give this magazine of 
livelihood an intensity of interest that the usual big maga- 
zine just can’t hope to get. 

It stands as simple fact that no idea backed by these 
pages has ever failed to get action . 
do get 
dollars to your chances! 


. and that unless you 


you haven’t matched your 


* 


PROFIT FACT: Count up your retail selling chances and you'll find more 
good ones in country America than in big city America. 
10,000 population down have more big volume, $ 


‘Towns of 
50,000-a-year gro 


UNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


The 100-Ton Payload 
That Hangs By a Thread 


ee 


Goodrich Silvertowns 
or teuvuces ane sures of 


Attention-compelling pictures of the 
product in use feature the new truck tire 
| campaign of Goodrich, replacing the 

humor used last year. 


Truck Tire Copy 
Switches from 
Comedy to Drama 


Cleveland, Feb. 14.—-Large hu- 
/}man interest photos and headings 
|} that dramatize the application and 
construction features of Goodrich 
truck tires will be featured in the 
1940 advertising campaign. Short 
copy in simple layouts will be used 
Last year a series of Rube Goldberg 
cartoons served as the spearhead of 
the drive 

Publications to used 
Business Week, Newsweek, 
and trade papers. A farm paper 
campaign on tractor tires, using 18 
national and state publications, will 
break in March. 

Griswold - 
Cleveland, 
truck 


be include 


Time 


Eshleman Company, 
of Goodrich 


advertising 


is In charge 


and tractor tire 


FCC Revokes Licenses 
of Five Texas Stations 


Licenses of five Texas radio sta- 
tions have been revoked by the 
Federal Communications Commis- 
sion on charges that the real own- 
ers of the stations had not been 
revealed to the FCC. The stations 
involved are KSAM, Huntsville; 
KAND, Corsicana; KRBA, Lufkin; 
KTBC, Austin and KNET, Palestine. 
Revocation of the licenses becomes 
effective Feb. 24. 

An FCC investigator uncovered 
evidence that the real owners of 
the stations are Dr James G. Ulmer 
and Roy G. Terry. The license own- 
er: allowed 15 days in which to 
appeal the action 


are 


Watson Appointed 


Harry H. Watson, formerly with 
| Scripps-Howard Newspapers and 
the New York Journal & American, 
has been appointed § advertising 
manager of Resort World, New 
York. He succeeds the late Harold 
H. Gallison. The publication has 


appointed F. W. Finn Company as 
its Chicago representative 


MAY BE 
N 
GAMBLE.. 


ut not with 


152,790 
RADIO FAMILIES 


and when you try contacting these thou- 
sands with ANY OTHER station, the odds are 
all against you. KFODM is your only sure shot 
at these families who spend 174 MILLION 
DOLLARS ANNUALLY 


they belong 
to us! 


They re our PRIMARY meat. And we're 
spending plenty of time and money every day 


IT 

FU 

TO 
b 


to keep ‘em that way 
NBC \ F p M FULL 
BLUE TIME 


Beaumont, Texas 


1000 WATTS 560 KC 
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February 19, 1949 


ADVERTISING AGE 


Voice of the Advertiser 


You're Right, He’s Wrong, 
Or, How to Drink Beer 

To the Editor: George Logan 
Price always could write a first 
class letter—and his plea for a new 
and better slogan for 1940 hits 
spot. 

But it seems to me that in trying 


This department is a 


the 


to evolve the 1940 slogan, our friend | 


George is going at it backwards 

Why find some word to rhyme 
with forty? Suppose we try the 
following: 

“The Fulsome Forties” 
“No Failure in Forty” 
“Forty for Fulfillment” 
“Fewer Flops in Forty” 
“The Flopless Forty” 

Here, we have adopted a slogan 
of “Four Hundred Thousand _ in 
Forty.” Four hundred thousand 
represents our goal of 400,000 bar- 
rels of good old Altes beer—Forty, 
of course, is 1940. 

And, as I hark back to the Huy- 
ler’s Bar in the Palmolive Building, 
it seems to me that a good slogan 
would be—‘Feature More Fun in 
Forty.” But 

This forty business is, apparently, 
quite serious to the Peter Hand 
Brewing Company because our good 
friend, Richard Seibold, gets “boil- 
ing mad” when beer is chilled in the 
forty. Evidently, he got really boil- 
ing mad because it seems he didn’t 
know where he was at. One 
he urged beer drinkers, and gosh 
knows there are many of them, not 
to drink beer unless it is chilled at 
55 degrees. The next week he urges 
people to drink beer at 50 degrees. 


week | 


Who knows what it will be this 
week? | 

And how will the poor beer | 
drinker know if his beer is chilled 


at 40, 45, 48 (which we recommend), 
50, 55 or what have you? Some- 
thing or other must be done about 
this or we will all be loco. 

That we do appreciate ADVERTIS- 
ING AGE in this office goes without 
saying—in fact, the writer has used 
it as an “idea stimulator’’—and one 
series of six point-of-purchase dis- 
plays is now in work and is a direct 
result of an idea suggested to me 
in a recent issue of your good maga- 
zine. 

Although, if we would use that as 
a basis of a slogan, we'd say—*“Filch 
More in Forty.” 

M. M. Younc, 

Director of Consumer Sales, Ti- 

voli Brewing Company, Detroit 


- oO 


Holds Advertising 
Is an Investment 

To the Editor: Two widely dif- 
ferent opinions as to the meaning of 
advertising are found in your issue 
of Feb. 5. 

One is expressed in your editorial 
columns, wherein you 


advertising not as an investment, to 
be shown on the balance sheet as a 
permanent but as a current 
operating expense.” 

The other view is that of George 
J. Abrams, of the School of Com- 
merce, New York University. In the 
proposed Hippocratic oath for ad- 
vertising men, which he _ hopes 
some day to hear, are these words: 
“T shall speak of it (advertising) al- 
ways as an investment rather than 
as an expense.” : 

So it seems that advertising men 
themselves are still far apart on a 


asset, 


question which long has puzzled 
many of those who spend _ the 
money. But isn’t there a common 
ground on which the holders of 


these views may meet? 

To say that advertising is an in- 
vestment is one thing. I believe the 
evidence shows that it is. To show 
it on the balance sheet as a perma- 
nent quite something else, 
and I believe the tendency would be 
to agree with ADVERTISING AGE on 
that point 

But it can still be called an in- 
vestment, and a sound one, without 
being booked as such. The 
for this distinction is, of cour 


asset is 


reason 
©”. that 


say: “It is| 
sound business practice to consider | 


work 


reader's forum. 


TEMPERATURE DROPS 


“Stop Freezing 
Beer Flavor... 


end you cen tell instantly 
which brond you preter 


DRINK BEER at 55 degrees 
te enjoy to the full 


then soe H yew dont egree with 
the thevsends whe profes Mevwer Brew 


Teowsamds Sor) etched 
he MEISTER Beau 
he mekng On 

T 


“| Get Boilin 
when folks preg 
flavor con't be 


9 Mad 


ZE beer se the 
*PPreciated 


Phone Your Retailer! 


Slight confusion in the temperature de- 

partment is indicated by these two ad- 

vertisements discussing the proper cool- 
ing of beer. 


advertising is a 
only as 


good investment 
long as it is kept up. It 
cannot be called permanent, because 
the sales policies of one executive 
or board may destroy the invest- 
ment established by predecessors: 
witness the dead trade names which, 
had the advertising been continued, 
would now be alive and flourishing 

To cease regarding advertising as 
an investment would, I believe, be 
contrary to business princi- 
ples. That many concerns have sold 
out at fancy figures, as a result of 
the vast good will created by adver- 
tising, is well known. To that ex- 
tent the “investment” part of it 
holds true. It is not altogether a 
matter of bookkeeping. 


ALBERT | 


J R Hamilton 
Agency, Chicago. 


broad 


». GALE, 
Advertising 


, VF 


Orchid and Brickbat 
Arrive Simultaneously 


To the Editor: Orchids for your 
presentation of the consumer move- 
ment in ADVERTISING AGE for Jan. 8, 
and particularly for your promise 
to formulate a constructive program 


|for bringing consumers and business 


together on a basis of mutual 


un- 
|derstanding. But—a _ brickbat for 
devoting but one sentence to the 


of Good Housekeeping, and 
that one not even historically cor- 
rect. 

I feel that Good Housekeeping 
deserves a big, fat chapter in any 
presentation of the consumer move- 


ment, or in any attempt to show 


| what business is doing to aid con- 
| Sumers. Through our editorial pro- 


gram, our testing work, our check- 
ing of advertising, etc., we are do- 
ing more to help the rank and file 
of consumers, and more to make 
business aware of consumer needs, 
than any other agency I know of 
And we've been doing it since 1901 

If you are going to do an unbiased 
and factual job for your readers, 
you will want to examine the basis 
for this contention. For this reason 
I am extending a cordial invitation 
to you to pay us a visit, and spend 
a few hours, or a day or longer, in 
finding out what we are doing, and 
what we may be able to tell 


you 
about consumers. 
CHRISTOPHER BROOKS, 
Assistant Editor, Good House- 


keeping Institute, New York 


, FF FY 


Thank You, Mr. Lackens; 
That's How We Feel 


To the Editor: For one who calls 
himself an “advertising man,” Mr 
Avid Riso of Haddon Heights, N. J., 


Letters are welcome. 


in his letter in the Feb. 5 issue of 
ADVERTISING AGE, shows a surpris- 
ing inability to grasp the 
of the written word when he ac- 
cuses ADVERTISING AGE of being hos- 
tile to the consumer movement and 
questions Mr. John H. Platt’s knowl- 
edge of and experience with certain 
activities of said movement. 

If the desire to bring the subject 
out into the open and to secure 
opinions on both sides can be con- 
sidered “hostility” then ADVERTISING 
AcE is hostile. Both your publica- 


tion and Mr. Platt have been fair in | 


recognizing that there are many 
meritorious groups in the so-called 
consumer movement which are hon- 
estly striving to remedy the evils 
which we all (even advertising 
men) must admit do exist in our 
merchandising and advertising set- 
ups. But you both are opposed, as 
all loyal advertising men must be, to 
the ax-grinding, anti-advertising, 
anti-business, anti-American groups 
which have put the stigma on the 
consumer movement. 

Under the airing to be given the 
subject by ADVERTISING AGE the 
consumer movement can be made 
beneficial to business. As I under- 
stand the plan, both the healing 
and the punitive sides of the move- 
ment will be brought out into the 
light. The only way to clear a 
stream is to stir up the mud at the 


bottom and let the surface water 
wash it away. The stick with which 
we do the stirring need not neces- 


sarily be a hostile one 
Okay, Mr. Riso? 
FREDERIC I. LACKENS, 
Advertising Manager, The Hays 
Corporation, Michigan City, Ind. 


. 3 | 


Difference of Opinion 


To the Editor: The writer thought 
you would be interested in the dif- 
ference of opinion that apparently 


exists between the Chicago Daily 
News and Mr. A. Broggini, adver- 
tising manager of National Carbon 


Company. 
You will notice that in one of Mr 
sroggini’s advertisements appearing 


er - 
ANG MODERE 
geeseciie we Te Le 
WITH WATIOWAL SyPREK CARES ann wai beere ee 


in the Feb. 3 issue of the Box Office 
magazine the heading states that 
“You Can't Make a Silk Purse From 
a Sow’s Ear.” 

However, on the front page of the 
Feb. 6 issue of the Chicago Daily 
News is an article which states that 
scientists have discovered a means 
by which silk purses can be made 
from sow’s ears. 

Certainly no one can deny that an 
advertising manager leads a hectic 
life. But when an age-old proverb 
like this gets shot in the hat, that’s 
just about the last straw. 

W. J. O’Grapy, Jr., 


O’Grady-Andersen, Chicago 
a a 
It's a Fact! 


To the Editor: We don't want to 
turn your brain-child into a dodder- 
ing old man, but that embryo of an 


idea—at the tail end of Rough 
Proofs in the Feb. 5 issue—isn’t any 


fantastic impossibility. 


Hugh McKay, a former v. p 


import | 


of The Joseph Katz Company 


(now ad manager of toilet articles 
department of Colgate-Palmolive- 
Peet) figured that a barking good | 
idea years ago, when he serviced a | 
Katz account, Runko. McKay in- 
duced the client to give a dog to| 
some child who complied with a 
Runko program, “Aunt Betty,” re- 
quest over WOR. 

Just a pup it was... And did it | 
make that child winner yelp with a 
voice nurtured with the vigor-build- 
ing Runko drunk in the cause _ to 
win! 

We're tired of orchids—so we'll 
just take the free space in ADVER- 
TISING AGE to print our thought that 
it may be a “‘first’’ for free dogs. 


ADELA J. LANDAU, 
The Joseph Katz 
New York. 


Company, 
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Neck Sticking Out; 
Who Wants to Crack It? 


To the Editor: While you’d hardly 
call it a suitable slogan for 1940, 
such as the one we originated for 
1936 (“Make it a Perfect °36’’), the 
headline of the attached advertise- 
| ment has appeared six times, to our 
| knowledge, since we used it Dec. 17. 
|The latest adoption was by Life. 
It’s so obvious that there’s no doubt 
| but what each user is “originating” 
| the idea, with no thought of copy- 
|ing. In fact, some one may have 
used it before we did, on Dec. 17— 
| but we doubt it. 


Bos GRAHAM, 

Jerome B. Gray & Co., Phila- 

delphia. 

[Editor’s Note: The headline, 
used on a small newspaper adver- 
tisement for W. A. Clarke Company, 
was—you guessed it—‘“Life Begins 
in *40.""] 

vv, 


Brewery Poster 
Still Upside Down 

To the Editor: On Page 18 of 
the Jan. 29 issue of ADVERTISING 
AGE, we were pleased to find a cut 
of the Alpen Brau beer poster which 
we recently produced for Columbia 
Prewing Company, through the 
agency, Wills & Co., St. Louis. 
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RADIO TECHNIQUE 


f eee We LONE RANGE 
Rr yow THE R 
yom" | a ~%. CAPTURED'SUVER” 


wow MERITA csc 
CAPTURED QUALITY | aguas 


Sugar-coating the sales message with 
entertainment is tried in newspaper ad. 
vertising by American Bakeries Company 
Charlotte, N. C., by running serialized 
Lone Ranger stories around its display 
advertising copy. 


The cut shows one of the posters 
which was pasted on the outdoor 
panel upside down. 

Though someone else scooped us 
|}in bringing this to your attention 
‘first, we yet deserve credit for the 
posters which were produced in our 
Kansas City plant by silk screen 
process. 

R. E. HASLAM, 

Continental Display Advertisins 

Company, St. Louis, Mo 
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For the Record 


To the Editor: Just fo 
Ripon, Wis., 


the record 
is the birthplace of 
the Republican party. (See you 
“Getting Personal’ column item 
anent Col. Robert R. McCormick.) 

This summer a birthday celebra- 
tion will be held in Ripon, to whic! 
you are invited. 

R. C. Breru, 

President, R. C. Breth, Inc., 

Green Bay, Wis. 


4“... The preservation of the sacre 


fire of liberty and the republican | 
_ model of government...entrusted _ 


to the hands of the 


THE STAUNCHEST S 


American people.” © 


UPPORTER OF THAT 


TRUST IS THE AMERICAN LEGION 


FIPANE principles of The Ameri- 
can L 


stand for 


sion and its patriotic 
Americanism as the only 


ae 


ison? ire embodied in the edito- 
rial policy of The American 
Magazine. Month afte 


month, it inspires its 1,000,00/ 


Lu vion 


subscribers to carry on the Legion 
program in their communities, 
Phis publication not only offers to 


ndustry a prime market, but als 


keeps the trade names of our 1 
American institutions befor: 

eves of 1,000,000 men at work t 
preserve Americanism, 


} ° ‘ 
Legionn iires are leaders im ft 


communities, with incomes ™ 
than twice the national avera 
Your advertising in The Ame: 
Legion Magazine will feel 
spark of 2' 


WORTH OF 


BILLION DOLI 


LEGION POWER 


She Clmerican 
JEGION MAGAZINE 


ome the opportu f shor 1 resentat 
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~~ LOUSY VALENTINE 


—T Se 


My 
ree. tm Valentine! 


Select your cards at Valentine Headquarters 
at Sniteman’s. We have a wide assortment 
of amusing and colorful cards specially priced. 


SEE THEM! 


TETALOUSE POWDER 20°. Sin 80" 


CC SNITEMAN CO. ' 


“Your Druggist for 60 Years” 


eamoemoesse oan 


This valentine and louse powder adver- 

tisement appeared in the Clark County 

Press, Millsville, Wis., and caught the eye 

of Arthur Towell, Madison advertising 
agent. 


Promote Four Men 
in Chevrolet Sales 

W. G. Lewellen, assistant general 
manager in charge of used cars in 
the eastern half of the United States 
for Chevrolet, has been made assis- 
tant general sales manager in 
charge of new cars in the western 
half according to announcement of 
promotions by W. E. Holler, general 
sales manager. He succeeds Felix 
Doran, Jr., recently named general 
manager of the General Motors 
sales division. 

E. A. Nimnicht, formerly in 
charge of used cars in the western 
half of the United States, succeeds 
Mr. Lewellen, and K. M. Chase, 
manager of the company’s Atlantic 
Coast region, is transferred to De- 
troit and advanced to assistant gen- 
eral sales manager in charge of 
used cars in the western half. The 
post vacated by Mr. Chase is filled 
by W. J. Graveson, who has been 
assistant regional manager in charge 
of used cars in the Flint, Mich., 
region. 


Ahrensdorf Joins Gardner 

Robert E. Ahrensdorf will repre- 
sent Modern Machine Shop and 
Products Finishing at the eastern 
office of Gardner Publications, Inc., 
342 Madison avenue, New York 
City. He formerly was with Aero 
Digest and Plumbing and Heating 
Journal. 


Gets Crematorium 
Newspapers in eastern Pennsyl- 
vania and direct mail will be used 
by Beaumont, Heller & Sperling, 
Reading, Pa., for its new account, 
the Charles Evans Crematorium, re- 


cently completed at Reading. 


EYE’ CATCHERS 


The Fast Short Cut 
{0 Better Advertising 
at Big Savings in Cost 


QO VER 100 brand new photo subject 
“ ut monthly to EYE*CATCHER 


ribers . every advertising situa 
fine photography New 
top models. Mats or Gloss 


NOT STOCK PHOTOS 
\ ¥ original idea , ells itself 
1il in all parts of the world 
ot to be good!! (nly $5 
W te for FREE book of interesting 
, f and subscription detail 
itions., 
EYE CATCHERS, Inc. eB 5% 
, INC. new vorxK 


Builds New Transmitter 

The Federal Communications 
Commission has granted permis- 
sion to Station WMCA, New York, 
to build a new 5,000 watt transmit- 
ter with a new type three tower 
directional antenna system at Kear- 
ney, N J. The permit lifts the sta- 
tion’s daylight power five times and 
provides for the removal of its 
transmitter from Flushing, Long 


| Island. 


Evans Succeeds Hurd 

Ned Evans of the U. S. Rubber 
Company has been made advertising 
manager of the Fisk Division of the 
company, succeeding Henry Hurd, 
advertising manager of the Fisk 
Rubber Corporation, Chicopee Falls, 
Mass., prior to its sale to U. S. Rub- 
ber. 


Research Record 
Set to Quality 
Mayor for Primary 


Feb. 14.—As 
of a high-speed inquiry 
in all 102 Illinois counties last 
day by Ross Federal 
poration, Mayor La 
York, is now 


Chicago, the result 
conducted 
Fri- 
‘ch Cor- 
Guardia, of New 
a duly qualified can- 
didate in the Republican presiden- 
tial primaries. Ross Federal 
lieved to have established a 
record for velocity by making 
8,000 interviews, resulting in 4,000 
signatures in behalf of New York's 
“Little Flower” in a= scant five 
hours. Ross Federal was already en- 


Resea 


is be- 
new 
about 


gaged in another extensive 
when an unidentified La 
devotee called Friday 
isked it to undertake the new as- 
signment. Since Feb. 9 was the final 
day in which petitions could be filed, 
the client was none too hopeful and 
was pleasantly surprised when the 
research organization accepted the 
task. The field staff in Illinois was 
notified of the requirements by tel- 
ephone and telegraph, and super- 


survey, 
Guardia 
morning and 


Visors contacted it throughout the 
day to collect the notarized signa- 


tures. 

A minimum of 3,000 signatures is 
required to comply with the pri- 
mary laws. The first requisite is 
that the signer be a member of the 
party of the candidate, while the 


~ | pany, 


second is that he be willing to sign 
the petition. In addition, Ross Fed- 
eral reported on the general reac- 
tion from its interviews. 

Walter I. Brown, president of the 
research company, credited the 
Gallup syndicated newspaper stories 
with making political organizations 
conscious of the value of research, 
and predicted that they will use ex- 
isting facilities to a constantly in- 
creasing extent in the future. 


Keystone Names Pepper 

Keystone Manufacturing Com- 
Boston, has appointed J. W. 
Pepper, New York, to handle adver- 
tising of its movie cameras and pro- 
jectors. Warren S. Stoltz is account 
executive 


WSM has one of the largest 
staffs of talent and technical 
experts of any single station 
in the United States. That is 
one reason why WSM tailor- 
made shows break response 
and_sales_records [| for one 


clientiafter]another. ‘he 


# 
A 


And ‘this is not |the result. of 


the work of any one “genius” 


NATIONAL REPRESENTATIVES, EDWARD PETRY &CO.,I 


W 


NASHVILLE, 


but the close cooperation of a 


well knit organization and a 
talent staff in excess of 250 


artists. 


Ask your secretary to write 


us today for case histories. 
You owe it to your firm to 
have this information. It will 
be sent by return mail. 


SM 


TENNESSEE 


NC. 


‘ 


<3 hs ei or . 5 f oe = a a ty Phe 
vo a is 
is x 
a | 
es a ae 
=< 2 ae. od 
- ae Bt - * 
». aa 
), Be - 
j ee 
a : Ss 
es 
ES 
ae. 
Po Be 
7 fae a 
Pe j as 
‘ie 
i) 
Ge 
NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM - 
-_ ie i 
. gaa oe : , —_ 
eee e . . r bog ei " 
re e MS : aq at 
j art 2 » 
> n i . 2 ‘ ® : a babs 
-" 4 . ' ° MP. 
i a lo f se ee “~ 
i “- J . _ ‘ 3 ; a 
; uy. < ae 
. i ; co ae 7 4 
| Bs cae een sewer 0 (te pee: Pb Sima pis gp beet ee Deal 4 a 
ie Sig, te Pe ee ha ® wis Rage 2 a ty ‘ ase Fe ne ah ii. fica Bogen gree Ne tia er SS aeee 
OS ee” oe ee aes Fe PG. an PS Beat a . Manager Ce SA es, sd alee! 4 ee - Production Pe eth Cae. > age ’ ‘ ae 
te . i - Jw * OS ee id oo ee es ilies. 
; = ane Sie m call ee See ; 
ae “4 a ea 5 J tc, ate 4 oP ai: y. ee , _ A ¢ =. w pee 
wl ' . oa. el ¥ se iit aon ; Base See = + 4 = 
Fan. _ oo [. i =e "e J) iia ee o 2s = - ae . *» 2 Sa 
or : ty ws a : ; , bs Pee ; i is ie ae ae we, ; r = é 
= ~~" ie © _- — ay iim | & > ai 3 ; 
ae res i De ee 2 eee Te --.e “ | = o 4 Be alia 
4 ar a "a! Yehee,. - _— Jj ie % Mi gen SE a0 aye ; - a. 4 PY 
i. cS 3 ae So Gee. a A A ia a 
— JH, NOLAND  =-——sBEASLEY SMITH = GEORGE D. HAY = PIETRO BRESCIA in ae: 
a “See ae + en a iit tad »Relations = fe oe. ~ eae 
| he . ee “ “* a F i a). ee is % 4 
es ; ; = sie ‘ 4 : r ?  a- re mee ® a ae” ‘ : Si a A 
a, we - ae lw - c - me i —— oe ae ~ of aa + ait 
. 2 : >... # ‘ i : al EP) a ™ ' ‘ _ ian 2S in : wd Seay 4g ¥ F 
‘a : P Az a : | a i . ; ca ‘ ny eae oll B Roe - a 
. Sts 7 ' oo a ; . 7 i o & 2 f z.. : es ie ae = , f ‘5 ; . i . 3 
a 4 =. . wo 4 ee . ao ‘ ‘ 75 & lami 
ee we i) nn > ee ae —_ m ASRS oo a | 
_. Samoa, ie 1d . $ . “a TT ‘ Fa at Ata oe = <i oa Se . 
re x at ; ite pa ye J .3 - a mars \ aes 2 YY ; vine 7 J ei, oo aye _ 4g ” 
if -" — a ee Si ed ; a eg : ee an aes let ag 4 
: — mi nie a , ee Pee ee 
A ; % he . e . fee" eh 4 ‘ ey e : : : , ‘ 4 : $ whl & 
oe FRANCIS CRAIG 22 ~~ DAVID STONE ~~ i ALBERT GIBSON sia le WINSTON DUSTIN ~~ VITO PELLETTIERI iz 7 
| is ae od - ‘ : : ' : f oe Pt ge ny ’ Sy o- 
ee Oa eee “Sales & Merchandising = Music Librarian a 
# id 
— > / 
, a 
ee gy 
Soe ; ys a 
; : ‘ " “4 : . - f z 
a 4 SS ed 
° =P. ee La® : 
f - Wa ate ; - 
a = & ad i o. sé 7 = a 
Xf Po ~ si . a sal. 
Pa, Sh hi ize ‘ o 
: & —— " _ 
7 2 : P. : ta 
ms & a rr 
aa , 
th 
= ‘ sé 
——_—_—_—- 
> } - sis 
< : ; rh 
7 
ae 
i ai 
a ¥ a 
t —_ —— —— : ’ 
| 
- 
| Ps 
a z, 
ee 
me 
i F ? nn 4 
is bs me * . Z : 2" ' 
es ‘ <3 ap ae ee ae yy id SONS plage e a ; fap ee al Ris oe lg er age: gies By ee. See itl has es r : - Fe 
S Sore ae a Gt Ys aoe - ix aS J Roms ee OS eee (he's | ae . oh 3 : =. hie» Pua ? ger sy wz = ie on 7 BE Rhy eo i Se a’ be * gta oe 
seg: et TR PY Fe : Trav s. ges Bc Bl Poe eg: ¢ Shae a i. x Re . PRY gia ice hie ; So oy es Aa6 oe, _— 


ape at a er Fa, : = 

February 19, 1940 Febr 
20 ADVERTISING AGE —— ota — 
—_ —= ee re ET IL EES DRE: Sil ali ’ 
s fishlines as well as hosiery. In|Nylon hosiery purchases. It has|such as weight, grade and quality Club Selects Best Ads WL 
| M k fin monofilament form it is used in Dr.| announced, however, that “Nylon | of workmanship entering into the The Toastmaster advertisement ” ets 
yion ar e g West “Exton” toothbrush, and in|hosiery, knitted in the orthodox manufacture of the hosiery. As- | the McGraw Electric Company h; se 
hair, complexion and clothes|manner will, when a thread is|S¥ming all of these factors to be | been — ae ae two | 
brushes, as well as for industrial | proken, run just like any other fine equal, hosiery made from Nylon es Fg wy ng hoe pe seen at nu 
.) aga 0 are brushes of various types, surgical] stocking so knit. Since, however, | ¥@™™ should, og - Its ooccetegaee in ane Galen Club Copy appear , exc 
bated ; strength-elasticity factor, wear at | !"8 < ales 2 Pd ar leges 
sutures, and fishing leaders. Nylon yarn has a high strength- eo . esgponyd — od Papier in The Saturday Evening Post and -_ 
7 ° | A “pilot” plant at the du Pont elasticity factor, Nylon stockings | wore os _: . S ) ' fy Tests | Was prepared by Erwin, Wasey £ lishe 
in ntro uction experiment station here has been! » 114 be less liable to runs than hosiery 0 oe . iad ‘ds | 2: Honorable mention went to t! Wises 
used for the production of Nylon & ther high-quality stockings of the carried out with several thousands | American Cigarette Company s Pal ‘Schmn 
until recently. The Seaford, Del. ‘eecreiliagaees oa ti n.” Re sarding of pairs of experimentally produced | yall advertisement which was pre- cialis 
. v° , ’l\same_ construction. egar “* tarkines te ir rss Lome ah hee 
Names of Buyers Still! piant now in production has a ca-|*" gomcahioccornnyg garené | Nylon stockings tend to confirm) pared by Young & Rubicam and ap- cultu 
y nestle f 4,000,000 pounds of Nylon |8"@gs, the company statement says | these excellent wearing qualities.” | peared in Life. tions 

Being Taken; Research 2" ° 4 will A wan ‘1.000 per-| that Nylon will snag, but “care scaiiiammatgines 

ja year and Will employ i, ol = ‘ : } . 

nf should be taken, as in the case of ° att 
A U P| d |sons to start. Extensions have been| ie pT ery sien ti: Selig Account to Snow Shift WCAU St Ap] 
mong sers anne any fine hosiery, to avoid contact , | Ss — " 
made to the du Pont ammonia de- hatween the hosiery and rough sur-| Trade papers, newspapers, direct} Robert A. : treet, commer Di 
limi ‘ | part t plant at Belle, Va., for eae an » |mail and general consumer adver- manager of WCAU, Philadelphi: adve 
Wilmington, Del., Feb. 14.—Du/| partment plant ¢ ee | faces that might cause the snag. ltising « bei scheduled by Cory | for seven years, will become man- Co., 
Pont’s thriving infant, Nylon |making Nylon intermediates. As to whether Nylon will outlast se ‘ee ‘Sen “a its new ac- | ager of the New York office April 1, suce 
hosiery, will be subjected to the Little Material Released silk hosiery, du Pont says that “the count. Selig Mfg. Company, Leo-|in charge of New York and Nev ie n 
prying eyes of the company’s re-| hus far, du Pont has made no|answer to this question obviously | minster, Mass., furniture manufac- | England sales. He will be succeed H. F 
search, manufacturing and mer-| -evelations regarding its survey of |@epends upon a number of factors. | turer. by Jack Hammond. hal 
chandising doctors one of these days | — 


in a survey as stupendous as a 
Ringling Brothers’ act. 

Thus far, sale of the Nylon hose 
has been limited to patrons of Wil- 
mington stores. Not more than three 
pairs of hose have been allowed to 
each purchaser, and each purchaser 
has had her name and address re- 
corded by the sales person and 
turned over to du Pont. The per- 
sonal reactions of each of these 
buyers will be checked as a meas- 
ure of a control over future hand- 
ling of the product. 

There have been three stages in 
the local marketing of the hose up 
to now. The first stage was a 
quarter-page announcement in Wil- 
mington newspapers of Oct. 23, 
1939, that Nylon hosiery would be 
placed on sale the next day at six 
named stores. These stores had 
been carefully selected and a pre- | 
liminary training course given their | 
sales personnel, including a booklet | 
detailing the sales program. 


Taken Off Market 


Each store was swamped with | 

buyers, and merchants all over the | 
country joined in the demand. | 
Sales of silk hosiery were blacked | 
out by the Nylon avalanche, but 
they returned to normal when the 
st Nylon product was all gone. 
— The second stage in this mer- 
-— 9 chandising saga came Dec. 15, when 
du Pont took modest space to an- 
nounce that sale of Nylon hose 
ns would be discontinued for the time 
Fai being. This disappointment to Santa 
a Claus and his helpers was blamed 
by the company on stock shortage. 
It was impossible for the recently 
completed Nylon plant at Seaford, 
Del., to keep up with the demand. 

Third phase of the Nylon mer- 
chandising story came Jan. 13, when 
oe the company announced that sale of 
a the hosiery would be resumed Jan. 
15 in Wilmington stores but only in 
limited quantities. This time there | 
were 16 outlets instead of six. De-| 
mand continues strong. Buyers still 
are limited to three pairs each and | 
their names and addresses continue 
to be recorded. 


Mills to Be Licensed 


Du Pont officials say they do not | 
know which mills will be licensed 
to make hose from Nylon yarn. 
Ten mills now are manufacturing 
Nylon hose for the local supply. 
Nationwide distribution is possible 
in May but there is no certainty 
about this. 

Although du Pont will maintain 
control over uses to which Nylon is 


put, it will have scant control over 
i; the merchandising policies of the | 
z licensed companies other than! 


through its licensing power. No co- | 
operative merchandising effort is 


: contemplated. All Nylon hosiery 
| will be so identified and, in addi- | 
tion, will carry the manufacturer’s | 
trademark. Although the hose now | 
is offered only in three weights, | 
priced at $1.15, $1.25 and $1.35, ! 
: a, eventually it will be offered in all 
" Ag weights ranging from light sheer to 
? a service weight 


At the present time, Nylon yarn 
is being used for sewing thread and 
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Issues Baby Week Series 


In preparation for the celebration 
|}of National Baby Week during the : 
first week in May, Parents’ Maga- 
| zine is offering retail stores and ad- 


oa le vertising a e will be ~~ 
WLW Names Judges Newspaper Men to ie ig a elo ely The HEINZ BANK AD 


Statio WLW, Cincinnati, has b. 
na | Hold Joint Meet 


|Tuesday luncheon speaker will be 
| J. C. McGrath, advertising manager 
|of Grant’s Department Stores. 


3 


sen a committee of three to select 
in New England 


two winners in the station’s second 
nnual scholarship project for agri- 
Springfield, Mass., Feb. 
|impressive array of speakers who 


cultural graduates of land grant col- 
we s rmer and the P , 
lisher of Wallace’s Fa will discuss numerous aspects of 


W consin Agriculturist and Farmer; 


14.—-An | 


All-Star Cast 


Other speakers include W. C.| 
Fowley, advertising manager, Nas- | 


The 
features 12 of the most outstanding 


baby that 


vertisers a new series of posters and 
| window 


art work 


have 


ap- | 


sau Review-Star, Rockville Centre, | peared in the 14 years of the maga- 


leges of the United States. Judges | 
newspaper advertising has been 


are C. V. Gregory, associate pub- 
John C. Baker, radio extension spe- | ™ rt 
lined up for the joint conference of 


cialist, U. S. Department of Agri- 


culture, and Joseph Ries, educa-|the New York State Advertising | Springfield; George Benneyan, Bu- cca 
tional director of WLW. Managers Bureau and the New/reau of Advertising, American | P 
P |England Newspaper Advertising | Newspaper Publishers Association; Art Colony Appoints ; 
Appoints Dale McCune Executives Association to be held|Sam_ Rosoff, circulation manager, Art Colony Industries, New York, | 
ale McCune has been appointed | here Feb. 19-20 at the Kimball | Bridgeport Times-Star; Milton R.|as appointed Jasper, ich | 
advertising manager of Kingan & | pote}, Miller, general manager, Batavia Fishel, New York, to direct adver- 


Co.. meat products, Indianapolis, , i * 
cuceeeding John W. Kinghan, who The morning session Monday will 


| ° 
- now in a sales executive post | be devoted to local selling, and the 
H. H. Ferguson has been made mer- jafternoon to national accounts. 
chandising manager, a new position.! Management of the newspaper ad- 


News; Franklin 


tin; and Frank 
| sultant. 


_— 


N. Y.; Mathilda Farber, advertising 
manager, Albert Steiger Company, 


manager, Providence Journal-Bulle- 


zine’s publication 


B. Hurd, business 


E. Fehlman, con- 


A suggested slo- 
gan is “Buy the Best for Babies.” 


Lynch & 


tising for Colony door knockers. A 
test campaign is being conducted in | 
newspapers in three cities, and class | 
magazines and newspapers will be 
subsequently used. 


cRONT 


b: 3U S IN 


» They need light on the trends of 
Public Opinion. Forrune’s famous 
Monthly Survey supplies it. 


ND it’s a tough 
assignment. 


rn 
w/a 
oa 


» They need to be informed about 
the great advances on the techno- 
logical frontier. There’s hardly an 
FORTUNE 


Never were business decisions so 
charged with hazards. 


This, of course, is fine for For-  jssue of 


that does not 
ruNE — The Magazine of Manage- cover some important development 
ment. To function intelligently, in science or engineering. 


management-men (whether presi- os : 
» They need to grasp world affairs 
and the great political, social, and 
economic problems that affect their 
businesses. They find these things 
brilliantly clarified by Forrune’s 
Round Table and by Forrune’s 
many authoritative articles on the 
pressing issues of the day, on the 
interactions 


dents or purchasing agents) must 
be well armed with dependable in- 
formation — not only about their 
own immediate responsibilities, but 
about everything that touches Busi- 


ness. So they need FORTUNE. 


Strategic Spot 


with 
Business and nation with nation. 


— : ; of Government 
It’s fine, too, for the advertiser who 


has information about his business To men with management respon 
« oe . = 


sibilities ForTuNe is habit-forming. 
It becomes a necessity. They use it. 
Not just the Boss, but all kinds of 
management-men from chairmen to 
department heads. 

And right now these men are in 
the midst of a surge of new deeci- 
sions. The vast. dynamic structure 


to tell to management. His course is 
clear—he tells it in Forrune, Could 
he ask a more encouraging environ- 
ment for his advertising than this? 


» Management-men need to know 
the techniques of other manage- 
ment-men. ForTUNE describes them 
in its famous corporation stories. 


LY OLS Oa 


of our modern economy is swinging 
into full stride. Factories are hum- 
ming with creative action. Produe- 
tion mounts. Indices rise. Men and 
voods are on the move. 


The Advertising is Part of 
the Editorial Story 


FoRTUNE is the perfect meshing of 
men, time and place—and the per- 
fect meshing of advertising with 
editorial pages. Fortune advertis- 
ers, like the Editors themselves, are 
giving management-men exactly 
what they pay $10 a year to read 
about in Fortune 


about Business. 


information 


ForRTUNE was designed, priced, 
and successfully initiated as a maga- 
zine to reach and interest the active 
management-men — from president 
to purchasing agent 
after 


and survey 


survey conclusively proves 
that here is the place to reach them. 
And so, more than ever before is 
ForTUNE the precise medium for 
carrying the messages of “manage- 


ment advertising to management. 


Cee eas Hereeeey Bene 
Bsc0pGET Loans 


Central National Bank, Cleveland, whose 
agency is Fuller & Smith & Ross, dis- 


turbed financial advertisers last week 

| with this departmentalized advertisement 

in local papers, featuring ten banking 
services. 


Victrola Consoles 
Featured in New 
‘RCA Campaign 


Camden, N. J., Feb. 13.—A cam- 
paign embracing magazines, news- 
papers and radio has been launched 
| by RCA Mfg. Company to promote 
its Victrola consoles, it was revealed 
here today by Thomas F. Joyce, 
| Vice-president and advertising di- 
| rector. 

Mr. Joyce declared that the drive 
will last through the spring selling 
season. The radio phase of the pro- 
motion will include announcements 
over the RCA Victor “Musical 
Clock” and “Record Review” pro- 
grams heard over 50 stations in 
principal markets throughout the 
| country, 
| 
| 


Magazine _ insertions, 
several in color, are scheduled to 
jappear in American Home, Amer- 
| ican Music Lover, Collier’s, Esquire, 
| Good Housekeeping, Life, The New 
| Yorker, Parents’, The Saturday Eve- 
| ning Post and Time. 
Cooperative newspaper copy 

| being furnished to dealers and dis- 
| tributors, in addition to special win- 
| dow displays, 


including 


streamers, circulars 


and mailing pieces. The account is 
| handled by Lord & Thomas, New 
| York. 

Country Newspaper 


| Campaign Proposed 
An educational advertising cam- 
paign embracing country news- 
papers was suggested in New York 
last week as one step recommended 
to the liquor industry to resist the 
| development of local prohibition 
| movements. The proposal for a pro- 
|motion drive was included in the 
| first annual report submitted to di- 
rectors of Distilled Spirits Institute 
by Dr. Wesley A. Sturges, executive 
| director. 
| Dr. Sturges’ ten-point plan to off- 
set the recent spread of local pro- 
hibition statutes was approved by 
the directors but will not be placed 
before the entire membership for at 
least a month. Dr. Sturges also sug- 
| gested a self-regulation plan which 
| Was unanimously approved in prin- 
i;ciple, but will be given furthe1 
| study before adoption. 


Offers Retail Conteadt 


| Discounts ranging from one to five 
| per cent are being offered by the 
| Bigelow-Sanford Carpet Company, 
Inc., to retail stores which agree to 
take specified amounts of merchan- 
dise over a period of six months or 
a year. Certain displays of mer- 
chandise also must be maintained 


A. B. P. to Meet 


| 


The Spring meeting of the Ass« 
ciated Business Papers will be held 
| at the Homestead, Hot Springs, Va 
| May 2-4. 


JOHN A. CAIRNS 
& COMPANY 
se 


r 


45 EAST 17th ST. 


NEW YORK, N. Y. 
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Propose Chain Store 
Tax in Mississippi 

A chain store tax, imposing a 
license fee plus a gross receipts levy, 
has been proposed in the Mississippi 
state senate in a measure which 
combines parts of the Louisiana and 
Florida chain store bills which have 
been approved by the United States 
Supreme Court. It was 


by State Senator Evon Ford. 
The levy would be $30 a store on 
chains having up to 20 establish- 


ments 
States, 
to 99, 


anywhere in the 
$100 on 20 to 50, 
$500 on 


$250 on 50 
100 to 250, $800 on 


250 to 500, and $1,000 a store on 
chains of more than 500 units. 
Promotes Programs 

In a new merchandising effort | 


aimed to increase returns from con- 


test offers and other promotions, 
Station KSTP, Minneapolis and St. 
Paul, has inaugurated a_ weekly 


sustaining feature in which all con- 
tests and promotions running on the 
station will be discussed in two- 
voice dramatic scripts. 


Lawson Names Agency 
A trade 


paper and direct 
lor & Stites Company, Cincinnati, 
for its new account, the F. H. Law- | 
son Company, Cincinnati, manufac- 
turer of bathroom cabinets and 
accessories. 


United | 


mail | 
campaign is being planned by Kee- | 


Hanley Dog Sits 


for 30 Years; 


Now Active Again 


introduced | 


Boston, Feb. 15. 3ack in the 


|days of linen dusters and goggles 


and the five cent glass of ale, the 


Hanley bull dog, trade mark of the | 


Provi- 
was a versatile 
cavorted across the 
advertising pages of daily news- 
papers. Thirty years ago this Han- 
ley bull dog went fishing, camping, 
Then for 30 years, 
| the bull dog did no active work at 
all, but went back to his accus- 
tomed, recumbent position guarding 


| James Hanley Company, 
dence, R. I., brewer, 
character as he 


ito ball games. 


| the Hanley bottle as part of the 
| company’s “Always Dependable” 
trade mark. 


1940 Version 


Today, a 1940 version of the same 


in advertising, his animation coming 
from the pen of Morgan Dennis, 
| creator of Black and White’s Scot- 
|ties, and noted animal illustrator. 


The series is running in newspapers 


dog has returned to life and vigor | 


jin all key cities throughout Eng- 
and. Copy is light and brief with 
catchy, tie-in headlines. 

The original full-page colorgra- 
|vure “Our New England” series, 
| which in 1939 marked the develop- 
iment of illustrative material of a 
high type for malt beverage adver- 
| ising, is to continue in 1940 with 
| regular insertions in the New Eng- 
land Newspaper Group. This pro- 
|vides a campaign of an institu- 
| tional nature supplementing the 
| light-hearted Morgan Dennis sketch 
series. 

In addition to the newspaper and 
rotogravure schedules, the Hanley 


_ 


|radio program includes play-by- 
|play broadcasts of the Interstate 
Hockey League in northern New 
England. 


The company’s advertising is un- 
der the direction of Justin H. 
Dempsey, vice-president and treas- 
urer of The James Hanley Com- 
pany. Harold Cabot & Co., Inc., 
Boston, handles the account. 


| 
Brillo Increases Budget 


Following the biggest volume of 
sales in 1939 in its 27-year history, 
Brillo Mfg. Company, Brooklyn, has 
increased its advertising appropria- 
tion. Use of newspapers and maga- 
zines has been expanded. Al Paul 
| Lefton Company, New York, is the 
| agency. 


MAKE YOUR 


NATIONAL ADVERTISING 


5 TIMES 
AS EFFECTIVE / 


Write today for your free copy of the analysis of the certified 
survey made on 20 national accounts in 13 cities ranging in popu- 
lation from 4,978 to 750,000, in 6 states, which 


PROVES CONCLUSIVELY THAT: 


a , 
i? ys 1° 
*, j purenos® 
o we 
; a ‘ he des 
z creating \ost © 
e enove” oles here 
\or9 who \ ers 
j se “one! Ve of com 
cov wwe ty et ' pron 
to pvy yen one’ 
o\d 8° \e 
cod¥ sco ’ mony P 4 
petit’ we ‘ \\ gave 
ce toh i pationny cant OF 
mo ised hen no 
eT 
kno ns; x 
rode o\et 9 
yrenos® on cessory 
yeh so" ogre orion? 
o deol’ 30 am 
xe 
yn rovle the 
Also write for the new publication, cone isi iM ns offer ‘he 
“How to Set Up a Successful Dealer ve adi a ishing 
Sign Program", with actual case his- rn occ? 
A prtkre oY iol 
tories of successful programs as used ‘ ost PO*® 
by representative national accounts. sures: , est © 
‘ A copy will be sent to you free upon job o* e 
request. 
hc STANDARD. 
“a ARTKRAFT 
Ms of COMPARISON 
SIGNS 
THE ARTKRAFT SIGN COMPANY — ,OF 
; GENERAL OFFICES, 900 E. KIBBY ST., LIMA, OHIO, U. S. A. ry 
_” The World's Largest Manufacturer of All Types of Signs. 


‘Friday’ 
of Newest Weekly 


| make 


| cluding news 


ee 


THIRTY YEARS AGO — _ AND NOW 


Good Company 
on any Outing 


THE James mLey SREWING co 
om TAP) paovipemct @ 


The SNAPPY ALE 


As ry oe 
as the great /emes 
Giiscors a 


shown with a pal three decades ago. 


SALT ON THEIR TAILS’ * 


os by Morgan 


Makes you atnty— -doesn’ t it? 


Finnan Haddie Smoked Ham Corned Beet 
New England favorites every one and never so 
as when washed down with « glass of New 

land's own Ale — Haniey's 

There ‘8 no substitute for experience in brewing 
a great Ale Haniley's has been brewed by three 
generations of the same farr 
60 years. And theres 


Hanley's. when you 
light, mellow and fr re 


B fhe James Hanley Co. Prov..R 1 278 Q 
“~~ 


Say HANLEY’S (“ALE 


r more thar 
> substitute for 
a drink thats 


It's been 30 years since the Hanley 
bulldog trade mark cavorted around 
in the advertising, but he's at it again 
now in a new series. At left, he's 


At right, as he appears now, and at bottom, 


the reclining position he has occupied since 1910. 


is Name 


Tabloid Magazine 


New York, Feb. 13.—A new 
weekly magazine called Friday will 
its appearance March 8 as a 
ten-cent tabloid-size publication in- 
and articles on busi- 


ness, labor, science, world affairs, 
etc. About 45 per cent of the edi- 
torial content will be pictorial. 
President and publisher of Fri- 
day, Inc., 114 East 32d street, is 
23-year old Daniel S. Gillmor. 


Charles M. Donahue, recently 
a member of the advertising staff 
of the Newark Ledger, is advertis- 
ing manager. Leverett 


| lisher 


S. Gleason, 


| formerly with United Features and 
| prev iously with National Sportsman 
and Open Road for Boys, is circu- 
lation and promotion manager 
Cameron Mackenzie, formerly pub- 
of People’s Press, is execu- 
tive editor. 

The magazine will be introduced 
through newsstand distribution in 
71 Eastern Cities. About 30 daily 
newspapers will promote the new 
publication. It is expected that dis- 
tribution will be widened to 
tional proportions at a later date 


na- 


Moore to Topeka 


George W. Moore, national adver- 
tising manager of the Beacon, Wich- 


ita, Kan., has been made advertis- 
ing manager of the State Jour 
Topeka, Kan. 


AND GREATER 


Parades Your Products before a Rich Market 


Maybe the name Tuscola, Ilinois doesn't impress 


41 Nationa! 


vou. BUT — it’s the hub of a buying circle includ- 
; y : i ih : Accounts using 
ing Champaign-Urbana. Springfield, Danville. WDZ. including: 
Decatur in Hlinois and Terre Haute. Indiana, plus Allis-Chalmers 
some of the richest farming. oil producing and Absorene Mfg. Co 
industrial counties in the nation. Olson Rug 

Smith Bros. Mfg. Co 
Population 1,158,049 .. . Retail Sales $263,207,000 Hyde Park Beer 
(1935) .. . Food Sales $64.440.000 . .. Automobile J. A. Folger Co 


registration 253.225. 


market data. 


A<k for brochure 


pecial rep 


Household Magaz'nt 
Dr. Caldwell Syrue 


of detailed 


of Pepsin 
Howard H. Wilson Co. DeKalb Agricultura 
resentative 
Assn 


Chicago New York 


SPOT OM THE Bas, 
° 


* WOZ BROADCASTING COMPANY & 


San Francisco Kansas City 


Critic Feeds 


Foley Honey & 7? 


TUSCOLA 


rin Beer 
nunors | Une 


Carter's Liver P '’ 
Oyster Shell 
Lens Photo Serv ct 


Willard Tablet &° 
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Promotion 


sheet for its employes and those of. 
Mutual. 


We have an idea copies 


will find their way into the hands of 


Review 


Among those who took advan- 
ge of Valentine’s day were the 
Des Moines Register and Tribune, | 


which sent out a valentine ad- 
dressed in a feminine hand and 
marked “personal.” Outside is a 


line drawing of a shy young man on | 
a sofa with a girl, whom he is tell-! 
ing that “he’s just like any other 
ity guy and you know it.” On the 
side fold the gal tells him, “But |! 
you've got what it takes! We both 
have such an overwhelming prefer- 
ence for one newspaper and you're 
America’s No. 7 urban market!” 
From which you can gather that the 
message on the center spread goes 
into a real sales story. 

* + * 


| 
| 


} 


Interesting promotion piece is that 
of WMCA, New York, detailing the 
unusual three-way hookup between 
itself, the League of Metropolitan 
Appliance Dealers, and radio dis- 
tributors in its territory in working 
up the program, “Old Refrains,” de- 
signed to help sell standard radio 
sets and at the same time build up 
an additional audience for the sta- 
tion, through provision that all 
pushbutton sets sold by members 
will have the WMCA call letters on 
them. 

‘ * * 

Attractively produced is a bro- 
chure for WABC, New York which 
has a gold-foil, die-cut cover 
through which an early bird radio 
listener is peeping. The story deals 
with audience response and low 
costs of advertising on the station's 
“Rising Sun” program, broadcast | 
from 6:35 to 7 a. m. 

* * t 

WIBW, Topeka, gains attention 
for its latest mailing piece by hav- | 
ing it die cut and folded in very un- | 
usual fashion. A rounded flap 
comes half-way down the front, and 
when this is raised the piece opens 
like a double door. The story deals 
with the fact that the station con- 
sistently produces tangible, measur- 
able results. 

° 

When you think of New Orleans 
you think of the Mardi Gras and 
WWL, says a self-mailer for that 
station, which gains interest by 
having an eye-mask clipped to it. 

And Iowa Broadcasting Company 
sends us a card advising that “vel- 
vet doesn’t come cheap,” and em- 
phasizing its point by attaching a 
swatch of velvet. 

. 

Family Circle has distributed a 
French-fold piece called “A Tale of 
12 Cities,” in which results of a 
study of preferences of housewives 
regarding magazine food editors are 
given 

WOR has begun publication of a 
regular monthly miniature news 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


prospects, too. 


And just to make the point that 


“Don Lee guarantees to protect your 
good time on the nation’s greatest 
| regional network” the organization 


has mailed out cards with Ingersoll 
watches attached. 


The Saturday Evening Post con- 


tinues its reliance on the Chinese 
with a new mailing piece which 
points out that “Wise fishermen 


drop line where others get biggest 
catch.” 


And in the same city, KGO, KPO 
and the San Francisco Chronicle are 


still telling advertisers about the 
big radio show they put on Jan. 26, 
which drew more than 12,000 peo- 
ple to the Civic Auditorium to cele- 


brate the 75th birthday of the 
Chronicle. 

Vogue has issued a_ brochure 
called “Figures Tell a Story” which 
points out that the magazine has 
ranked first in advertising linage in 
the women’s tield for each of the 
past 31 years. The cover dram- 


atizes the story by showing the con- 
trasting silhouette figures of a tall 
and thin woman with that of her 
short and fat sister. A box-score 
chart shows how other women’s 
magazines have risen and fallen in 
the linage rankings in various years, 
with Vogue always first 


Heinz Releases 
Film on Food 
Preservation 


Pittsburgh, Feb. 14.—One of the 
major 1940 promotional efforts of 
H. J. Heinz Company, now being 
released, is an educational film, 
“Yesterday, Today and Tomorrow,” 
which dramatizes the 127-year his- 
tory of food preservation. The 57 
varieties play minor roles in bring- 
ing the story up to date 


10,000,000 to See 
Heinz officials hope to show the 
tilm to 10,000,000 persons this year 


With 100 duplicate films being made | 
available to clubs, organizations and | 


schools. The production will be 
shown at the Heinz Pier on the At- 
lantic City Boardwalk this summer, 
and at the New York World’s Fair. 
Showings are also planned in Can- 
ada and England if war conditions 
permit. 
Napoleon to Heinz 

The picture was made in Holly- 
wood last summer. It begins with 
Napoleon's search for a way of pre- 
serving fresh foods for his armies, 
the discovery of a method by Nich- 
olas Appert and its subsequent de- 
velopment by Peter Durand, an Eng- 
lishman; Louis Pasteur, the French 
scientist; William Underwood, a 
young English emigrant to the 
United States and, finally, H. J. 
Heinz, Western Pennsylvania farm 
boy ad 


KATHLEEN NORRIS 


\ LL SIX of these peak appeal writers 


now in Western News 
country weeklies... regularly! 


Never before have home town week- 


lies boasted so many 


a combination of smash-hit stars. 


It’s really BIG NEWS! 


For the attraction of these big-leaguers 
linked to the intensely expectant interest 
of small town and rural folk in the local 


name-news, local personals of their local 


WN 


reader interest PLLS. 


country 


or so outstanding 


weeklies constitutes 


GRANTLAND RICE 


GEN. HUGH JOUNSON 


a 


DREW PEARSON 


H.t. PHILLIPS 


paper Union 


kets. 


ber. 


saying it. 


Itsa plus powered to take your prod. 


uet places in small town and rural mar- 


There's a whale of a lot of power in 
W NL 7s 2900 home town weeklies. There's 
power in the sheer weight of their aum- 


But what counts most is their match- 
less ability to get under the skins of 


their readers. Influence 


But call it what you will 


surging push in your direction . . 


small town folks” buying preference a 


. and 


in swinging your rural dealers in line. 


(ot a se 


oT s 
froup 


rately 


is one way of 
we need, 


itsa power NMIav we 


youll find mighty valuable in’ giving 


or all 2900 papers 


‘ctional trouble-shooting job 
to do? Youll rate WNU's 29 regional 
each group can be bought sepa- 
a boon and a blessing. 

Cost? Far less than you'd expect. 


And whether you use just one group 


one plate is all 


tell you more? 


WESTERN NEWSPAPER 
ION 
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310 East 45th 
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Street, New York 


210 So. Desplaines Street, Chicago 


VITAL SMALL TOWN 
AND RURAL SALES 


INFLUENCE 
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the series was promoted in its news- 
Caples Company, 
Seaboard 


paper advertising. 
New 
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an Stage Joint Promotion STRANGE SIGHT FOR AMERICAN ADVERTISING COLUMNS Double-Parsose F 
a A series of fashion shows, with ; —! 

: clothes designed by Saks Fifth Ave-| | yrrT Tissue Bows 
nue, New York department store, ; A MERICA’ Ss OU TSTA NDING CASINO ; a 
preg be n presented - passe ng rs bt £5 (s ’ BIGGEST LITTIA CITY 0 TES weate ‘3 ~ The } in Newspapers 
on board the “Orange Blossom Spe- , ~ vi 
cial” of the Seaboard Air Line Rail- ; | New York, Feb. 15.—An_ id 
way, Norfolk, Va. The train run which was offered to the public sey- 
between New York and Palm Beach } eral years ago without any great ac- 
An entire window of the store was } ceptance has been revived by Semi- 
devoted to a display featuring a nole Paper Corporation, a divisio 
new gown, named for the train, and | : ’ sion 

; 


York the 


agency. 


Three Name Vars 


Bell Aircraft Corporation and Ho- 
tel Buffalo, Buffalo, N. Y., have 
placed their accounts with Addison 
Vars, Inc., Buffalo. Henry W. Com- 
stock will supervise the Bell ac- 
count, which will use aeronautical 
papers. 
contact Hotel Buffalo, which will 
use magazines, newspapers and out- 
door. Gold and the Platinum Metals 
in Dentistry Association, New York, 
another new account, will be han- 


will be used. 


McCormick to NBC 


John McCormick has joined the 
sales staff of National Broadcasting 
Company, Chicago. He was formerly 
assistant manager of WCCO, 
neapolis. 


A. F. Vars, president, will | 


dled by C. G. Jenkins. Direct mail | 


Min- | 


ere the ewinging doors 
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This half-page advertisement in a recent issue of the San Francisco Chronicle does a straight selling job for the Bank Club 


of Reno, Nevada gambling casino. 


Some of the copy is exceptionally intriguing. 


of an advertisement 
mark that is the 
advertising effort. Shrewd 


tion? 
to all the key men we must reach 
100° of our market either. 
key men you cant get? 


authority?" 


arguing and went to work. 


The other half 


To throw every resource into the preparation 
and then have 
most futile type of 
advertisers 
recognized this from the beginning. 


And from the beginning they have asked un- 


But what about the 
And doesn’t the size of 
your circulation with so many key men “missing 
indicate that many of your subscriptions are A. 
from men with little buying power or 


Some leading publishers thereupon stopped 
They reasoned that 


of advertising 


Readership by the “right people” 


Who they are 


the only 
it miss its 
coverage on 
have authority. 
editorial 
sales cost. 


comfortable questions of the business paper 

publisher. They said: “We know you have so- 

and-so many thousand circulation and much of market. Thus, 
it is good, but why do we find so many key men circulation, 


in our market are not reached by your publica- 
We know that you can’t sell subseriptions 


we can't sell 


of facts, 


Kk. C. 


buying 


answer to 
trolled circulation 
the 


in the paid field. 
buy and you know where it comes from. 
any sort of ae 
results show you how 
proves advertising efficiency. 


SUCCESS 


, andjhow you reach them 


these questions 


scientific 


was 


was born the 


Such controlled circulation can now be pur- 
chased by an advertiser with a full knowledge 
thanks to the €, C. A, 
Circulation Audit), which serves the same pur- 
pose in the controlled circulation field as the 
(Audit Bureau of Circulations) 
You know exactly what you 
Make 
Let | 
im- 


omparative test you desire. 
circulation control 


con- 
market 
basis of buying power and 
They spent their funds on market 
research, scientific list building, and improved 
in place of a top-heavy subscription 
They built magazines that insisted | 
on attention and placed them accurately in the 
hands of those men who made up the buying 
idea of controlled 


(Controlled 


does 


Bakers Review 
Bankers Menthly 
Better Roads 
Combustion 
Compressed Air Magazine 
Contractors and Engineers Monthly 
— Diesel Progress 
. Drug Topics 

Dun’s Review 

Electric Light & Power 
” Electrical Dealer 
Electrical Manufacturing 
Excavating Engineer 
Fleet Owner 


Golfdom 


CONTROLLED 


Graphic Arts Menthly and 
The Printing Industry 


Hitcheock’s Machine Tool Blue Book 
Hespital Topics & Buyer 

Industrial Equipment News 
Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 

Machine Design 

Meat 


Meat Merchandising 


Mill & Factory 

Modern Machine Shop 
New Equipment Digest 
Petroleum Marketer 

Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 
Roads and Streets 


Rug Profits 

Soda Fountain 

Super Service Station 

Tires 

What's New in Home Economics 


Wood Products 


Frawley Succeeds Hitz 


J. E. Frawley, Detroit hotel op- 
erator, has been elected president 
of the Belmont Plaza hotel, New 
York, to succeed the late Ralph | 
Hitz. Mrs. Hitz was elected to the 
board of directors 


Joins D’Arcy 
Paul W. Neidhardt has joined 
D’Arcy Advertising Agency, Cleve- 


land, as junior account executive. | 


He was formerly with the sales | 
promotion department of General 
Electric Company. ° 
Loshen Picks Metro 

Loshen Brothers, developer of 
Shorehaven at Manhasset, Long 
Island, N. Y., has appointed Metro- 
politan Advertising Company, New 
York, to handle its account. Peter 


| J. McKenna is account executive. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS: 


CIRCULATION PUBLICATIONS 


| of 


International Paper Company, 
and is being presented to readers . 
selected newspapers in 48-line spac; 

The product involved is “Sem 
described as a “bathroom and facia) 
tissue all in one.” The following 
copy explains: “No need to bu, 
both. Sem is real facial tissue 
handy rolls. It costs but a trifle 
more than ordinary bathroom tissue 
|—much less than is usually asked 
for facial tissues of equally high 
quality. Buy Sem Luxury Tissue 
| and save.” 

The same argument was advanced 
by one of the smaller companies in 
the paper field some years ago with- 
| out success, although experts in the 
field admit that the basic qualities 
of bathroom tissue and facial tissue 
are almost identical. However, they 
point out, promotion of facial tis- 
sues is directed largely to families 
with above-average financial rat- 
ings, so that economy is not likely 
to be the dominant motive in con- 
| sidering the merits of the various 

brands available. 

| On the other hand, it is contended, 
| advertising of both toilet and facial 
| tissue has had an educational effec 
making the public more conscious 0 
the quality appeal and creating mar- 
kets in all income brackets. Paris & 
Peart, Inc., handles Seminole adver- 
tising, recently directed in its en- 
tirety from New York, following : 
shift of the advertising department 
| from Chicago. 


Lawler to McCann 

| N. F. “Shad” Lawler, recent: 
with the home appliance division 
of Bendix Corporation, Sout! 
Bend, Ind., and formerly in charg: 
of the Ice Refrigeration Bureau of 
| National Ice Advertising, Inc., De- 
troit, has joined the Detroit offic 
of McCann-Erickson, Inc., as ac- 
|} count executive. 


TEST STATION IN THE @DVERTIONG TEST City 


To THOUSANDS of car owners (with 
auto radios) on Connecticut's well-traveled 


roads, billboards advertise WDRC's pro- 


duct: — preferred programs and latest news. 


Strategically located, they also remind 
both listener and time buyer that WDRC, 
Hartford, is Connecticut's station — serving 
the best part of the state. Write for new rate 


card. 
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First Pacific Coast 


Sales Conference Held 


Eastern and Local Stars 
Discuss Selling, Public © 
and Employe Relations 


San Francisco, Feb. 12.—The first 
Pacific Coast Conference of Sales 
Executives, held here Friday and 
Saturday, proved so stimulating to 
the small army of sales managers 
who attended, that its repetition in 
future years is assured, according 
to the consensus. Differing and at 
times clashing opinions were ex- 
pressed by speakers, their view- 
points being reconciled, however, by 
open and general discussion. 

Two illuminating addresses were 
given by Clarence Francis, president 
of General Foods Corporation, New 
York, and Paul Eliel, director of 
industrial relations, Stanford Grad- 
uate School of Business, the for- 
mer discussing responsibilities to 
the consumer, the latter, to em- 
ployes. R. W. Adams, sales mana- 
ger of Don Lee, Inc., San Francisco, 
presided at this session. 

Mr. Eliel criticised business for 
its failure to make any analysis 
whatever of its own organization. 
Business men lay undue emphasis 
on the purely economic aspects of 
the employer-employe relationship, 
he contended. While money is im- 
portant, many workers prize more 
highly opportunity for advance- 
ment. A survey of several thousand 
department store clerks, for in- 
stance, revealed that credit for their 
work was the most important fac- 
tor, an item ranked seventh by their 
employers. Having an interesting 
job to perform rated second and pay 
third, while employers rated job 
security second and interesting work 
third. Mr. Eliel suggested that ad- 
vertisers indulge in at least a little | 
research within their own organiza- | 
tions, 


Draws Analogy 


Mr. Francis drew an analogy be- | 
tween the consumer movement and 
railroads. The latter desire maxi- 
mum speed, maximum safety and | 
maximum comfort. Since a maxi- 
mum of one of these factors would 
interfere seriously with the others, | 
the present streamliner represents | 
a balance. 
Admitting that the thinking of in- 


dustry has undergone a revolution 
in the last decade, so that it now 
realizes its responsibility to em- 
ployes and consumers as well as 
stockholders, Mr. Francis declared | 
that again intransigent factors ex- | 
ist, and that the best that can be 
delivered is a compromise. 

He said that the consumer move- 
ment is useful, but that its demands | 
have been anticipated by many 
manufacturers. | 

“In the ten years of the depres- 
sion,” he said, “we have improved 
the quality and packaging of our | 
products, while reducing prices to | 
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A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


= Delaware 3244 


the consumer no less than 35 per 
cent. We have introduced new 
products and sold them on the same 
lowered basis. This has resulted in 


|doubling our tonnage and doubling 


our employment. Employes are get- 
ting a greater share of our dollar 
realization, not only in wages, but 
in pension plans, group insurance, 
vacations with pay, sick benefits 
and the like. 

“Earnings per unit are less, ag- 
gregate earnings less, dividends 


| less, but the balance is much bet- 


ter. Our stockholders have displayed 
a broad and sympathetic attitude.” 


Too Many Brass Hats 


Mr. Francis urged his audience 
to make its decisions from the long- 


| ished. 


range viewpoint, rather than that 
of immediate expediency. 

Arthur W. Ramsdell, vice-presi- 
dent and sales director of the Bor- 
den Company, New York, another 
Eastern executive who trekked to 
the Coast to help send the confer- 
ence off to a good start, said that 
too many brass hats in business are 
holding back the development of 
salesmanship. A military leader 
does not ask his subordinates to do 
anything that he cannot and does 
not do, and the same thing should 
apply to selling. Unhappily, too 
many high executives are familiar 
with salesmanship by hearsay only. 

“Don’t ask your boys to do what 
you can’t do yourself,” he admon- 
“That is what licks them. | 
You yourselves have to be able and | 
willing to sell.” 

Mr. Ramsdell said that Borden 
itself has long practiced this phil- 
osophy, and that all of its officers 
have reached their high commands 
by way of the ranks 

Mitchell Heinemann, vice-presi- 
in charge of sales and advertising, 


Jantzen Knitting Mills, Portland, 
Ore., urged the sales executives to 
be patient with salesmen in getting 
them to merchandise the company’s 
advertising, but also to be persis- 
tent. The better the salesman, the 
more of an individualist he is likely 
to be, said Mr. Heinemann. But 
good salesmen are also intelligent 
and eventually learn that advertis- 
ing, properly used, is their most 
potent ally. 

G. V. Orr, vice-president of 
Chrysler Motors of California, said 


that it is surprising how inconsid- | 


erate of salesmen many heads of 
sales departments have _ proven. 
Since it costs $2,800 to replace a 
salesman, he said, the sales manager 
should treat him as if he were a 
valuable asset. Criticism of a sales- 
man in front of other employes is 
one popular way of getting rid of 
him quickly. A little interest in the 
salesman’s personal welfare is often 
an antidote to some of the little 
grudges he is harboring 

J. Hugh Jackson, dean, Graduate 
School of Business, Stanford Uni- 


versity, said that it is unnecessary 
for sales managers to pose as pro- 
fessional men in order to justify 
their work. He concluded in this 
vein: 

“I present to you a calling—noble, 
dignified, constructive, demanding 
the absolute best in everyone, and 
contributing to the efficiency and 
success of commerce and industry 
and to the welfare and happiness 
of umanity—not sales manage- 
ment, a profession, but rather the 
business of sales management.” 

Hugo A. Bedau, Marchant Calcu- 
lating Machine Company, San Fran- 
cisco, and president of the San 
Francisco Sales Managers Associa- 
tion, opened the conference with an 
exposition of the objectives. 

“This first Conference of Pacific 
Coast Sales Executives was created 
in the sincere endeavor to overcome 
the handicap of distance, and to do 
a little creating on our own part, 
as well as to take a strong forward 
step in leadership—to teach by ex- 
ample.” 


If names make news, and they do, and if names make radio 
programs, and they do, all the surveys, incidental, coinci- 
dental and accidental would only go to further prove what 
buyers of radio time prove again and again by selecting the 
biggest ‘double feature’ entertainment in Southern Cali- 
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We've Moved: New studios and 
a new location conveniently located 


downtown 


fornia—NBC's Red Network outlet, KFl and the up and 


coming, busy and humming NBC Blue Network outlet, KECA. 


To the ‘Who's Who" of American business using NBC facili- 
ties over these stations, add the ‘Who's Who"’ of Southern 
California business for in the ‘third major market’ KFI and N 


KECA are first with the finest. 


KF Bone C. Qathonys. Ine. KECA NR 


141 North Vermont Avenue, Los Angeles 
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mid-way between Hollywood and 


Los Angeles. They tell us 


we now have one of the finest plants 
to be found anywhere in the West 
... More room ... improved facili- 


ties . . . everything to better serve 
our KFI-KECA clients. 


Tro 
Socitiheres 


—, = 


VY 2 } | 


Cabforuizs BEST BUY 


RK 
CLEAR CHAMMEL 
sowatoretrerac 


\ 


— S\ 


Dts BLUE NETWORK 
5.000 WATTS DATS . 
. eereetewree be eseee ae werees ‘ec 


1000 WATTS HIGHTS 


ts 


‘a 


‘ P , i = 
vigress: ee Re tO Mate: 35 eeu ge 3 a ie ar = eG Fn ae See. Ss = 
- 
aera IS v 
ee ee | ; 
% 
pe ——— > 
' : “a 'ae 40; ma 
ees ee 45 i? , A " : - / ' a 
oS img - + 1 Ww ‘ & ics: ae MP. Vanni . sai Te P ; 
ae — | ’ 4 Ss 2 eS 4 ‘ 
i a é a 6 4, a | y Af 4 ° oe ; 7 aah Rig it atti e os 
; —. + > cs ~ = Bo I | dh ki a we get ok Ab OL pl ae Tne ee 
oe Ae ye SEM Le, + (Pegs a 
a Ns "en f Be aL Ley ag é | * ae is 
‘ ae aii eS a | Ja > dt & , SS a j pe 
a ‘ "a ‘a + ~» “h ' . > ; ¢ 7 As f s, 4 Oke ; é ts ae 4 
7 tS oe - \ ; ss * ~ . , 7, at / J , & - 4 “4 iY SPS Bi o 
. sg .% \ | | > 5 Ps 4 ae : a Ey) ; iP el 
. i 4 Ca 
} is 7 “y % 4 " ’ « sd , v3 % = 
i e. » ' > j - Z a 4 Bee, 
_ . | | ! 7 
AL .. J ; a 
‘e —_ . ‘ . | per mT 
~~ : s\ — 
¥ >» " A —_— —— _} 2 4 4 = Cc oe a J 
> = i | 4, 4 = } eile. nbc Stu —_ — ee 
| 12. ee at af Se = —_ i. 
Nt a si) 4 Py — | os ; = | 3 = == 
WHEE Soe are _ |e tee Fee » 
har “Ome yf ee | , : 
As a cg * 4 ay T y —" —~ — j ‘a 
7 : .s < ¢ Qy Was: os . * re bse <j Nig q + a 
SCO Sa Fh OK Me se a Ae # 
~Y » aaah aS aaa q « ; ’ J : 7s ' : 
: a om ’ : e~-4 : 
. yo cy one i) "a . 7 . 7 
4 ‘= € ai to ey \ Pe « fy > J 
‘ 4 ; r a of a ‘ &, % / at : 
as d re * ioe 
| 
| . a 
a | Se ‘ 
. | ee , 
ah 
re a 4 2 
| o 
‘ ee . 
| e en 
i or 
sala 


26 


ADVERTISING AGE 


Promising Career 
of Douglas McPhee 
Is Cut Short 


Berkeley, Cal., Feb. 12.—Douglas 
G. McPhee, who, despite his youth 
contributed heavily to marketing 
philosophy on the Pacific Coast, died 
in Alta Bates Hospital here Thurs- 
day after a brief illness. He was di- 
rector of research of Safeway 


Stores, Inc., former editor of West- | 


ern Advertising, and immediate past 
president of the Advertising Club of 
Oakland, which was host to the Pa- 
cific Advertising Clubs Association 
in 1939. Mr. McPhee was 38 years 
old. 

The young advertising man re- 
ceived his education at the Univer- 
sity of Redlands from which he 
graduated in 1922 with a reputation 
as a debater and public speaker. He 
became editor of his father’s news- 
paper the Santa Paula Chronicle, 
but seeking a more intimate contact 
with business, soon left to edit Pe- 
troleum World, of Los Angeles. In 
1926, he joined Western Advertising, 
of San Francisco, where he devel- 
oped the Index of Western Busi- 
ness. 

In 1935, he formed his own organ- 
ization to specialize in business an- 
alysis and research. Last year, he 
joined Safeway Stores as director 
of research. 

Throughout his business career, 
he took an intense interest in the 
activities of organized advertising. 
He served two terms as a director 
of the San Francisco Advertising 
Club. He was senior vice-president 
of the Pacific Advertising Clubs As- 
sociation until illness forced his re- 
tirement. 

A widow and one son survive. A 
sister, Edith Bristol, is woman’s ed- 
itor of the San Francisco Call-Bul- 
letin. 


E. FRANK MUNN 

Atlanta, Feb. 12.—The body of E. 
Frank Munn, president of Frank 
Munn & Co., outdoor advertising 
organization, was found Thursday 
in a locked automobile parked near 
Peachtree and Fourth streets. Death 
was caused by a bullet through the 
head. A note in the car directed 
that his son-in-law, W. H. Wynne, 
be notified. 


MILO SHANKS 
Elmira, N. Y., Feb. 12.—Milo 
Shanks, publisher of the Elmira 


Advertiser from 1914 to 1921, died 
here Saturday, aged 64. A native of 
Richmond, Ky., he established a 
newspaper in that city while still a 
youth. Since 1927, he had been on 
the advertising staff of the Elmira 
Star-Gazette. 


ALBERT STETTENBENZ, SR. 


Buffalo, Feb. 12.—Albert Stetten- 
benz, Sr., widely known engraver 
and designer who left his imprint 
on automotive advertising through 
his association with Pierce-Arrow 
Motor Car Company, died here last 
week. 

Mr. Stettenbenz, who was 84 
years old, became a lithographic ar- 
tist at an early age and pursued 
this trade for many years. He be- 
came head of the design depart- 
ment of the Hayes Lithograph Com- 
pany, and later was placed in charge 
of advertising design for Pierce- 
Arrow. He also was associated 
with Dennison Mfg. Company for 
which he handled special design 


problems. 
A. J. REIMBOLD 
Rochester, Feb. 12.—Albert J 


Reimbold, who served some of the 


country’s leading newspapers dur- | 


ing his long career, passed away at 
his home here Saturday. Mr. Reim- 
bold, who was 69 years old, was a 
cousin of E. W. Scripps, one of the 
founders of Scripps-Howard News- 
papers. Among papers with which 


he held important posts were the | 


New York Journal, Baltimore Sun 
and Rochester Herald. 


FRANK W. HENKEL 

Chicago, Feb. 12.—Funeral serv- 
ices were held Saturday for Frank 
W. Henkel, veteran publishers’ rep- 
resentative, who died Thursday in 


St. Luke’s Hospital. Mr. Henkel, 
who was born in Germany, came to 
this country as a child, and for 
many years acted as a newspaper 
representative. Later he turned his 
attention to the business paper field. 
A son, William H. Henkel, was 
associated with the business. 


WILLIAM L. DALY 

Chicago, Feb. 13.—William L. 
Daly, an executive of the Trade 
Circular Advertising Company, spe- 
cializing in distribution of samples 
and literature, died suddenly of a 
heart attack yesterday. He was 55 
years old. 


SIGMUND EISEMAN | 


Asbury Park, N. J., Feb. 13.—| 
Sigmund Eiseman, formerly a mem- | 
ber of the advertising staff of the) 
old New York World and New York 
American, died here last night at} 
the age of 70. He was publisher of 
the weekly Progressive Citizen | 
here, and also served as a justice of | 
the peace for 14 years. 


C. RUTLEDGE AGNEW 

New York, Feb. 13.—C. Rutledge 
Agnew, fashion illustrator and ad- 
vertising consultant to leading 
clothing firms, died today at his 
home in Tenafly, N. J. He was 59 
years old. Formerly in the agency 
field, he was illustrator and adver- 
tising art consultant to Goodall 
Company, Michaels Stern & Co. and 
Cohen, Goldman & Co. 


Boost Wine Sales 

Advertising and other sales pro- 
motion by the Wine Institute is 
credited by the institute with in- 
creasing wine sales in Pennsylvania 


|more than 30 per cent in the past /parts of the world in its Lakeside | 


year, according to figures of the 
State Liquor Control Board. 


Ceases Publication 


The Leader-Post, Regina, Sask., 
Canada, has taken over the circula- 
tion of the Daily Star, Regina, 
which has ceased publication. The 
Leader-Post now will publish morn- 
ing and evening papers. 


Ideal Publishing 
Opens Western Office 


S. F. Nelson, vice-president and 
advertising director of Ideal Pub- 


lishing Corporation, has announced | 


the opening of Western advertising 
offices at Room 1804, 360 N. Michi- 
gan avenue, Chicago. 

E. M. Rutherford has been ap- | 
pointed Western manager of the 
group, which comprises Movie Life, | 
Personal Romances and Movies. 


Donnelley Opens 
Calendar Exhibit | 


R. R. Donnelley & Sons Company, 
Chicago, has opened an exhibit of 
calendars and almanacs from all 


Press Galleries. 
The exhibit will 
through April. 


‘Starts Jewelry Campaign 
Marcel Boucher, Ltd., New York, 
has begun a national campaign in 
class magazines for its costume 
jewelry. Arthur Rosenberg, New 


be on display 


February 19, 1949 


| York, is the agency. 


Manheimer Forms New 
Distributing Company 

Irving S. Manheimer, formerly 
handling foreign circulation of 
American magazines, and Hunter 
Leaf have organized Publishers Dis- 
tributing Corporation at 225 W. 57th 
street, New York. 

Mr. Manheimer is president and 
general manager of the organiza- 
tion, and Mr. Leaf is vice-president 
and sales manager. 


'Uphold State Tax 


The North Carolina supreme 
court has upheld the validity of a 
state tax on goods displayed in 
North Carolina by out-of-state re- 
tailers for the purpose of taking 
orders from purchasers in that 
state. 


Changes at Climalene 


L. D. Drake, Pittsburgh, has been 
made manager of the eastern sales 
division of the Climalene Company, 
succeeding M. G. Spahr, who be- 
comes head of the new products 
division. 
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GET READY FOR 
EXTRA SALES! 
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Spreading the Good Word 


*% One reason for the Red Network’s ability 
to produce extra sales results. -. 
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Amend Draft of 
N. Y. Unfair 
Trade Measure 


Albany, N. Y., Feb. 14.—While 
proponents and opponents of the 
Esquirol-Parsons bill for a minimum 
markup of six per cent by retailers 


and two per cent by wholesalers are | 


girding for a showdown vote, spon- 
sors of the bill aimed at taking some 
of the pressure off this week by 
eliminating all 
from the measure, leaving enforce- 
ment of the act to be taken care of 
by injunctions restraining violations. 


Grocers Busy 


The change was made in an effort 
to overcome objections to the bill 
by Governor Lehman, voiced last 
year when he vetoed a _ similar 
measure. At that time, the gover- 
nor asserted that the bill was im- 
possible of enforcement, and had to 
be vetoed on that ground alone, 
aside from other considerations. 


criminal penalties | 


San Francisco advertising men gave Lincoln Dellar, new general manager of 
In the group shown here are S. H. Patterson, KSAN; 
Sherwood Brunton, KJBS; Fred Benioff, furrier; Charles Gabriel, Emil Brisacher & 
Staff; Gregory Harrier, National Lead Company; Goldie Cassan, Erwin, Wasey & 
Co.; Clyde Coombs, CBS; and Bob Stafford, Westco Advertising Agency. 


KSFO, a luncheon Feb. |. 


DELLAR GETS CONGRATULATORY LUNCHEON 


“e. wi. 


‘Branded Farm Product 


Marketing Succeeding 
| A test marketing campaign for 


“Empire State” brand farm products 
|in Syracuse, accompanied by a Syra- 
|euse advertising drive, has stimu- 

lated sales to such an extent that 

Webster J. Birdsall, director of the 
, bureau of markets of the New York 
| state department of agriculture and 

markets, expects to extend the pro- 
| gram to the entire state. 

J. M. Mathes, Inc., is directing the 
] 
| 
% | 
| 
} 


promotion. 
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Roe with “Navy News” 

R. A. Roe has been appointed di- 
rector of advertising of Navy Pic- 
torial News, Norfolk, Va., and will 
divide his time between Norfolk and 
New York. He has been associated 
with service publications for several 
years. 


Independent grocers, through the 
State Retail Food Merchants Asso- 
ciation and local units, are busy 
mobilizing sentiment for the bill, 
while one super market chain with 


headquarters 


in Schenectady has 
already begun advertising designed 
to convince consumers that the bill 
is an attempt “to make food prices 
higher by law.” 


Heads KSFO Sales 

Charles E. Morin has been ap- 
pointed sales manager of Station 
KSFO, San Francisco. He has been 
a sales representative of Columbia 
Broadcasting System for four years. 


Escorted Tours 


‘Its Extra Audience 
isOne ReasonWhythe _ 


merica’ No. I Networl:! 


4a J 
iS 


*There are other reasons too... reasons that prove why year after 


year the NBC Red Network is the country’s No. 1 advertising medium! 


l ake 
advertisers a regular listening audience as 
large as the Red’s. It’s by far the biggest in 
the business. In addition, more families “listen 
most” to the Red than to any other network. 
{ CAB rating on the Red means a greater 
nationwide audience for a program than the 
same rating on any other network! 


Audience |. | No other network offers 


bake Facilities |). The Red offers you more 
of the better stations, on the more desirable 
frequencies (where tuning is easy and recep- 
tion is clear) than any other network. Modern, 
powerful stations that blanket the buying 
Atlantic to the Pacific. The 
kind of stations that build an audience with 


areas from the 


clean-cut,easy reception of popular programs. 


lake Programs |. , Ever since network 


broadcasting began seventeen years ago, the 
Red has set the program pace. And ever since 
the CAB began checking program appeal in 
1930. this network has broadcast the majority 
of the most popular day and night-time shows. 


——_ 


NBC ‘RB 


In addition, the Red year in and year out, 
walks off with the overwhelming majority of 
honors in program popularity polls conducted 
by Radio Daily, Fame ( Motion Picture Daily ), 
the New York World-Telegram, the Cleveland 
Plain Dealer and others. 


Dake 


Selling Power 


... The volume of busi- 
ness placed with the Red Network by the 
country’s leading advertisers is eloquent testi- 
mony to this network’s selling power. Every 
year since the beginning of network broad- 
casting more advertisers have used the Red 
than any other network. In 1939 national ad- 
vertisers invested $34,982,163 in the Red 


single advertising medium in the world. 
t dot E. BBB 


These facts are proof that the Red Net- 
work will bring you extra sales results! 


NATIONAL BROADCASTING CO. 


A Radio Corporation of America Service 


NETWORK 


The network most people listen to most 


fo Get Call in 
Trailways Copy 


Larger Campaign 
Planned by Organiza- 
tion of 41 Bus Lines 


Chicago, Feb. 14.—Escorted tours 
by bus—an innovation in bus travel 
—will be the major theme of this 
year’s campaign of the National 
Trailways Bus System. Larger 
space than last year, some of it in 
two colors will be ‘used in a tested 
group of magazines, according to 
plans announced at the annual 
meeting of the group held here over 
the weekend. 

Last year’s experimental national 
program, printed literature, and 
local campaigns by individual mem- 
bers resulted in more than a 100 per 
cent increase in all-expense tours, 
T. N. Goetzer, secretary reported. 
The Trailways operated over 60,- 
000,000 miles and carried 14,000,000 
passengers. With the addition of 
four new companies, the system is 
now an association of 41 bus lines, 
all connecting to make a transcon- 
tinental service. 

A novel tour to both of the 
World’s Fairs and return from any 
point in the United States at a fixed 
price of $69.95 will again be pushed. 
The Fairs will also be the destina- 
tion of a number of the escorted 
tours. A special campaign will 
again be directed to teachers. 


Will Double Printing 


This year’s printing program will 
nearly double last year’s, in which 
a million pieces of literaturé were 
distributed, according to Mr. Goet- 
zer. More pieces will be offered, 
and they will be localized to make 
them more attractive in the region 
for which they have been prepared. 
A series of posters will be dis- 
played in the terminals. 

The newspaper campaign, which 
last year amounted to $400,000, is 
directed by the individual bus lines 
in the towns the busses pass 
through. The national advertising 
will again be placed by Needham, 
Louis and Brorby, Inc. 


Walter Merrill Leaves 
“Journal & American” 

Walter Merrill, connected for 
many years with Hearst News- 
papers, has resigned as advertising 
director of the New York Journal & 
American. He has been succeeded 
by Monroe Green, formerly local 
advertising manager. 

Mr. Merrill’s new connection is 
with Davis-Merrill, of Miami Beach, 
Fla. This company publishes a pic- 
torial album about Florida and the 
West Indies, which carries advertis- 
ing from hotels and resorts and is 
distributed through hotels, travel 
agencies, railroad stations, etc. 


loseph Seitz Heads 
Canadian Underwood 


Joseph L. Seitz, executive vice- 
president of Underwood _ Elliott 
Fisher Mfg. Company, Ltd., and of 
Underwood Elliott Fisher Limited, 
Canadian manufacturers and dis- 
tributors of the Underwood type- 
writer, has been elected president 
of both companies, succeeding his 
father, J. J. Seitz, who died Jan. 12. 


Company will shortly open a special 


spreads in Railway Electrical Engi- 
neer. Fuller & Smith & Ross, Inc., 
Cleveland, is in charge. 
Whedon Made Director 


Lord & Thomas, 


Chicago, has 


: ea 
made John F. Whedon executive - 
vice-president and a director. He _ 
will continue to manage the Chicago aii 


office in association with David M. 
Noyes. 


ee i. re 


The new president joined the 
company in 1898, the year the elder heer 
Seitz introduced the Underwood ; 
typewriter to Canada. 

—— —EEE 7 
Plans Campaign 
Westinghouse Electric & Mfg. 


campaign on Westinghouse electric ew, 
drives for Diesel railroad equip- Wins 
ment. The program includes 13 at 
spreads in Railway Age and six “ay 
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lennary Gain of 


JANUARY SALES OF CHAIN STORES 


— 


HOT CARTOONISTS TO SELL HOT WATER 


% R d January January, Gain LY. 
11.4 ° eporte 1940 % 1939 or Loss 
bf Ediso tores .. $ 1,297,206 $ 1,315,936 —1.4 
by 23 Chains ) jrant. W. T 5,931,006 5,531,067 +7.2 
Green, H. L. 2,125,375 1,998,350 +6.4 
New York, Feb. 13.—January|;jewe) ........ 2,009,471 1,859,982 +8.0 
sales of 23 chain stores totaled | Kresge, S. S.. etree ny ergt bry 
; : ai . ao. a SS ee 5,300,35 5,055, +4. 
SERS SOS Pet, 8 Gain Of 114 per Cont | Ce ger Gros. & Baking C 18,214,867 17,168,937 +6.1 
over the 1939 total, according to re-|; ener Stores ...... 2,249,764 2,040,294 +10.2 
ports to ADVERTISING AGE today. An| McCrory Stores ... 2,767,405 2,535,118 +03 
extra shopping day in the month | McC —" Staves eee yet etl by ty ++ Pty 
and a continued upward trend in gg My 7 Neha 4,663,557 4,162,899 412.0 
consumer buying were cited as ma-| Neisner Bros. ...... 1,284,103 1,172,536 +9.5 
jor factors in the increase. Newberry, J. J.... 3,009,994 2,807,952 +7.3 
arv le A. ae 18,292,008 16,526,612 +10.7 
Among the January totals are negates Brus wheres. . 1.871.771 1,773,192 45.5 
those of Sears, Roebuck & Co. and | :sareway Stores ..... 27,106,893 25,714,735 +5.4 
Montgomery Ward & Co., both of| Spiegel, Inc. ......... 3,039,417 2,202,150 +38.0 
i ; . ri Sez Roebuck & Co. 37,767,394 31,496,864 +19.9 
which closed their fiscal year with a vA 5864873 5.646.703 43.9 
new records, as reported in these] Wo 8" Siintgomery & Go 29,984,030 24,768,545 +21.1 
columns last week. Western Auto Supply Co S2eseee 2,368,000 +35.4 
Other chains to report sizable per- | Woolworth, F. W...... 30,513,000 19,058,646 +4.8 
centage gains for the month in- Total ..... $210,436,387 $188,942,573 +11.4 
cluded Jewel, 8 per cent; Lerner,| 
10.2 per cent; G. C. Murphy, 14.8 ‘Four weeks ended Jan. 27. 
per cent; National Tea, 12 per cent;| ‘Four weeks ended Jan. 20. 
j $Four weeks ended Jan. 29. 
Spiegel, 38 per cent, and Western 
Auto Supply, 35.4 per cent. 
i . ss “ = 7 . . . 
Figures for the individual stores Canada Dry Has “Sale Ogilvie Joins Arbuckle 
are reported in the accompanying a : 
table Copy will appear for the next few Carl B. Ogilvie, head of his own 
; weeks in about 85 newspapers in| commercial art and retail — 
New York state and New England | chants’ advertising service in New 
$20,000 for Buffalo launching a “special sale” of 14 soft; York City for the past ten years, 
Buffalo, N. Y., will spend $20,000| drinks of Canada Dry Ginger Ale,| has been appointed sales manager 
to attract tourists in 1940. Merwin|Inc., offering two 15-cent bottles|of the retail sales aid —h of 
C. Morrison is city publicity direc-|for a quarter. J. M. Mathes is the | — Associates, Inc., cw Ruud water heaters will feature cartoons like the one above by William Steig in as 
tor. agency. national magazine advertising this spring, placed by Marschalk & Pratt. Rube fa 
Goldberg, Tony Sarg, C. A. Voight, George Price and Shermund will also be if 
RT Ae asm 


represented in the series. 


| will be “the most complete news 4 
|service ever made available” The m 
broadcaster will be “Cunningham's " 
News Ace,” whose advent on the air 
will be signalized in each instance 
by the drone of an airplane. 


Drug Chain Signs 
for 21 Daily 
News Broadcasts 


(RADIO] _ (SCREEN) 


Detroit, Feb. 15.—What is de- 123 Times Weekly : 

scribed as “the most elaborate and Stations selected for this intensive . 

. ~ see ty eS oo * ki sweeping series of radio news! news coverage include WWJ, NBC ; 
es re mes i ~ ee 


broadcasts ever conceived by any 
one account for one market” will be 
broadcast by Cunningham Drug 
Company starting March 17. The 
drug chain will use four stations in 
Detroit and one in Pontiac for 21 
daily and five Sunday broadcasts, 
ranging from five to 15 minutes in 
length. 

3 The result, the company believes, 


Red outlet; WXYZ, Blue Network 
station; CKLW, Mutual Broadcast- 
ing System’s link; WJBK, Detroit, 
and finally, WCAR, Pontiac. The 
contract signed by the drug chain 
through Simons-Michelson Com- . 
pany, Detroit agency, runs for one ; 
year. It provides for 123 news pro- 
grams weekly, or 6,396 for the 12 
months. 


== — Vital INFORMATION 
a 1989 Award For | YOU NEED 


= 7 “=| NEWSPAPER-OWNED 
Sh wii When You Buy Street Car Cards 
cee in Los Angeles 


Memphis 85.8% of all street car and bus circulation in Los 
a ee hend Sree , Angeles is in units operated by the Los Angeles 
4 Railway Corporation. It's the cream of the circu- 

; lation in the city which stands fourth in volume of re- 
tail sales—first in retail per capita sales in the nation. 


This circulation can be bought only through Maynard 
Boyce, Inc. 


OLS nny 


Special Citations, Sarvey Supplement iT Ss 
Made Under 12 DferetCtegarn SPRL PHASED. T. Be Col 


rbot 


\" hat copy could speak more 
on . 9 ‘ "2 bry - and ye aoe 
» fe) eople oa t 

6 eloquently ill our behalf * You can oath them ot the cost of ony 3: + cons 
f per 1,000 impressions. 


Maynard Boyce, Inc. was organized and is headed 


by a man who, since 1916, has been associated as an 

executive with transportation advertising in this 

5,000 WATTS 1,000 WATTS territory. Awarding of the exclusive contract to him 

iia. DAY NIGHT by the Los Angeles Railway Corporation was based 
q\e = 


shane on his ability to bring results to users of this ad- 


) vertising medium. 
" Memphis 


7 a NBC RED NETWORK 
| ie Owned and Operated by 
" THE COMMERCIAL APPEAL 


“The South’s Greatest Newspaper” 


The organization is geared to offer advertisers in this 
market able assistance and advice when requested. 


Full cooperation is extended accredited advertising 
agencies. 


For complete rates and details, consult 


Edgar Watson, 
Eastern National Representative 
390 Riverside Drive, New York. Phone Monument 27992 


Led 


ere hd MAYNARD BOYCE, Inc. 
; THE BRANHAM COMPANY Transportation Advertising 


650 Chamber of Commerce Bldg. Phone PRospect 7316 
LOS ANGELES 


National Representative: 
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ADVERTISING AGE 


Sees Sales Profit 


in Only One-Third 
of All Counties 


“Cost of Selling'' Em- 
phasized as Vital in 
Market Research 


New York, Feb. 13.—The injec- 
of a “third dimension” into 
market research, held to be an es- 
sential factor in the accurate evalu- 
tion of sales potentials for national 
advertisers, this week featured a 
comprehensive new analysis of the 
nation’s most important markets, is- 
sued by Liberty. The additional 
basic element—cost of selling—was 
ncluded with the more conventional 
ictors of population and spending 
wer 

According to the’ presentation, 
only 927 of the country’s 3,070 coun- 
ties offer profit opportunities, the 
remaining 2,143 counties’ being 
characterized as the “Business De- 
sert.’ The latter area was described 
aus consisting of 24 per cent of U.S 
families, accounting for 13 per cent 
if all retail sales. 

The 927 counties labeled as cap- | 
uble of offering advertisers profit 
possibilities represent 850 separate 
markets, each graded according to 
ne of five classifications: 


How Markets Are Divided 


First Grade Markets—Those with 
concentration of people and 

pending resulting in annual retail 
ales of over $25,000,000, accessible 
through a market center of at least 
0,000 population. There are 121 
uch markets, taking in 191 counties 
and the District of Columbia. 

Second Grade Markets—Retail 
sales of over $10,000,000 a year, 
with market center of over 25,000 
population; totaling 118 markets, 
119 counties. 

Third Grade Markets — Retail 
ales over $10,000,000, but less than 
25,000 people in the market center, 
the latter, however, accounting for 
ut least 25 per cent of the sales of 
the total market; 162 markets, 167 
counties. 

Fourth Grade Markets Retail 
sales from $5,000,000 to $10,000,000, 


with 


vith at least 50 per cent of the mar- 


ket's total sales concentrated in the 
market center; 274 markets con- 
isting of one county each. 

Fifth Grade Markets—Retail sales 
of over $5,000,000, but without the 25 
to 50 per cent concentration of sales 
n the market center to measure up 

the third and fourth grade cen- | 
ters; 176 markets consisting of one | 
ounty each. 

In explaining its approach to the | 
problem of sales potentials, the | 

igazine points out that business 

es increasing pressure from com- 
elition, mounting sales costs, ris- | 
material prices, heavier tax 

and greater government re- 
triction. Thus, the publication con- | 
les, “any improvement which 

be made in measuring markets | 

n improvement in measuring | 
t possibility.” 


Stodel Expands 


Stodel Advertising Company, Los 
geles, has taken expanded quar- | 
it 411 West Seventh street. 


wesv+preeseedegsess 


“the RED network station 
in PHILADELPHIA” 


NATIONAL BROADCASTING COMPANY 


THREE-DIMENSIONAL MARKET MAPS 


_-—— 


A KINGSTON 
Ls 
PC SHKE 
a 
rome 


How the country's marketing areas look on the three-dimensional maps developed 
by Liberty in its new analysis of American markets. Symbols are explained in 
the accompanying story. 


Joins Schwimmer & Scott 


Schwimmer & Scott, Chicago adver- 


Use of General 
Media Discussed 
by Technical Men 


Chicago, Feb. 14.—A_ complete 
analysis of each advertiser's prob- 
lem is necessary to determine 
whether or not an industrial adver- 
tiser should attempt to broaden his 
advertising by use of general media, 
A. L. Decker, executive vice-presi- 
dent of Henri, Hurst & McDonald 
told the Engineering Advertisers 
Association at a symposium on this 
subject last night. 

Normally, use of general media 
for industrial companies requires a 
broadening of the character of the 
copy to the point where much of its 
effectiveness may be vitiated, he 


| said, but suggested that such media 
| might occasionally fit into the in- 


dustrial merchandising plans _ for 
one of the following reasons 
Reasons for General Media 
To reach buying influences not 
available with class circulation; to 
tell a story to ultimate users, when 


ithe product is one which is even- 
i} tually resold; to force a market that 


cannot be cracked with direct sell- 
ing; to market a product whose uses 
are so diverse that it cannot eco- 
nomically be sold through class cir- 
culations; to gain general prestige; 
to secure immunity from political 


Gordon St. Claire, formerly ad- |tising agency, as account executive. | Oppression, to get coverage which 


vertising manager of Albert Miller | He is vice-president of the Chicago 


and Company, Chicago, has joined | Federated Advertising Club 


class circulation cannot provide; to 
impress distributors; to outflank | 


competitors by using resources 
available to them. 

The viewpoint of general media 
was presented by Wm. B. Carr, Chi 
cago manager, Time, and that of the 
business press by Walter Painter of 
Power Plant Engineering 


not 


Advance Deadline on 
CFAC Competitions 


The deadline on entries for the 
Chicago Federated Advertising 
Ciub’s 1939 advertising awards has 
been advanced to March 1 Presen 
ation of the awards will be made 
it a luncheon meeting March 21 

Recognition will be given to the 
vest 1939 work in Chicago in na- 
ional newspaper and magazine ad- 
ertising, advertising campaigns, 
‘opywriting and illustrating, direct 
mail, local retail ddvertising, radio 
ind mail order advertising. The in 
jividual who did the most for Chi 
cago advertising during 1939 also 
will be given an award. Plans are 
also being considered fo Ziving an 
uward to the Chicago-born model 
who did the best work in Chicago in 
1939 


Two for Segall 


Theodore H. Segall Advertising 
Agency, San Francisco, has been ap 
pointed to direct advertising of Oro- 
weat Baking Company and Calwhey 
Company, both of San Francisco. 


|; Oroweat will use newspapers and 


radio, with Ed Lansdale as account 
executive. Calwhey has started a 
radio campaign, Frank Wright han- 
dling the account 


Have you considered TALKING PICTURES 
for your Advertising Problems ? 


7 Here’s a medium that 
not only shows a picture 
of your product 


LIKE MAGAZINES 


* but also talks about 
your product 


LIKE RADIO 


LIKE PERSONAL 


And what’s more, when you distribute your film through 
Modern Talking Picture Service, talking pictures are 


EASY ON THE BUDGET, TOO. 


Because every single dollar works. Modern can hand 
pick your audiences . .. and pick them on a basis of 
prospect-content. So the cost-per-customer-sold drops 
down to rock-bottom. 

Name your customers. Women? Men? Middle income? 
Upper income? Such hand picked audiences pay inter- 
ested attention to your film when you distribute it through 
Modern Talking Picture Service. 

And here’s another reason why the 
cost-per-customer-sold is rock-bottom. 
Because Modern can pick markets that 


are profitable to you . .. markets where 


pAODERW 
TALKING 
PICTURE 


Name your cities. East? 


West? 


ra and shows your product 


in action, too 


DEMONSTRATION. 


North? South? 


There are 46,230 such hand-picked audiences to be 


selected from 


. anywhere in the U. S. And you get 


complete publicity and audited attendance figures in 


the bargain. 
Write today for facts. Don’t 


close your advertising 


budget until you have seen what Modern can do 
for your sales. This is the only company with the 


national distributive set-up to hand 


pick your audiences... 


.and pick 


them on a basis of prospect-content. 


Any job, any age, any income group, 


you have best distribution. 


TRADE MARK REG U & PAT OFF 


sex or city. 


MODERN TALKING PICTURE SERVICE, INC. 


9 Rockefeller Plaza, New York City 
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story-telling, which raps many 


stead allegedly worthy 
most of which carry names 
tremely private in nature. 

The Mr. and Mrs. X story begins 
like this: 

“Mr. and Mrs. X live in a com- 
fortable house in a nice part of the 
town, have a two-year-old daughter 


products 
ex- 


Consumers Union Copy 


Direct Mail Uses Profes- 
sional Advertising Aids 


jacked up to $4 
consumers who 


In the meanwhile, 
have abandoned 


hope of increasing their incomes are 
: P ‘ive ua P “ar. Mr. 2 
to Sell Memberships grasping at the straw held forth 7. wp re a pees 7 age 
by Mr. Kallet, and rushing to get makes $50 a week and pays $45 a 


month rent. 
“Like most Americans in similat 


New York, Feb. 15.—Some of the |!" the fold at the attractive old rate, 


‘urre r , refugee ad-_ it is reported . : 
cu 7 nt crop of re — eg) id I circumstances Mr. X is worried. His 
Verusing agencies ; ; " ri 4 : _ _ , 

seca eas any a esate How Savings Are Made salary barely covers current ex- 
found sanctuary in the Consumers 


penses, leaving nothing over for the 
future or an emergency. With his 
daughter’s education to look for- 
ward to and his own and his wife’s 


Union of 
city, 


the United States, of this 
judging by the latest batch 
of promotion from the organization 


One of the most effective direct 
mail pieces of Consumers Union is 


“The Case of Mr. and Mrs. X,” 


headed by the ingenious Arthur which relates how, by the use of the security still at stake, Mr. X realizes 
Kallet. All of the sure-fire refine- | Knowledge made available by the | 11.4 he must do one of two things 
ments have been employed in a | Kallet =, anete typical increase his income or save more 
direct mail campaign designed to family saved $168.68 a year. This of it. He has tried his best to in- 
ereaelaggniel the membership of this|compares with $132.90 which WaS | crease his income without success. 
“non-profit organization. represented us the annual saving of As for saving, he believes, and 
“A long-planned cas = Consumers Union customers two rightly, that he isn’t extravagant 
technical and other services” will) years ago. One of the largest tems and that it isn’t possible for him 
take place March 1, necessitating a| in the current list is gasoline. The to cut down on anything. 
small increase in membership rates.| rainbow might be dimmed for 


But Mr. Kallet is no tyro, hence 
“Memberships at the old rates will 


some by the statement that to save | 


; | The Beginning of Wisdom 
$28, it may be necessary to surren- 


be accepted until then.” The old| der the new car in favor of a 1935 “One day, Mr. X ran across a copy 
rate for the national edition of | model, the vintage affected by Mr. | of Conswmers Union Reports. There, 
Consumers Union Reports is $3; the | X because it does not require gaso-| with mounting surprise, he read 
new will be $3.50. The $3.50 rate! line of high octane rating. Other-| how by means of unbiased, com- 
for the West Coast edition will be! wise, the narrative is a masterpiece parative technical tests the shoes he 


Printing 
Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS @* 
PLANNING @ 


ARTISTS °® ENGRAVERS °® 


PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


ELECTROTYPERS 


OUR SERVICES 
TYPESETTING 


OUR 
SPECIALTIES 


(Linotype, Monotype and Hand) Catalogues 
PRESSWORK Booklets 
(The Usual as well as Colors) Publications 
BINDING ace Papers 
(The Usual, Machine Gathering, agazines 


House Organs 
Price Lists 
Pamphlets 


Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPEr 


PRINTING PLANT liver to the post office or custom- Proceedings 
| ‘ ers as fast as printed and bound) Directories 
| Histories 


DAY and NIGHT 
OPERATION 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 


Books 
Broadsides 


. can take care of any sized orders) Folders 
Printing and Advertising View 
Geunseliess ADVERTISING SERVICE Circ _ 
(Planning, copywriting, design- anc 
\ oe 4 ing, photographing and artwork) 


General Printing 


PROPER QUALITY QUICK DELIVERY 

Because of up-to-date Because of automatic 

equipment and best machinery. Day and 
workmen night service 


RIGHT PRICE 

Because of superior 

facilities and efficient 
management 


om all parts of 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes fro 


the United otates is because o! satisiied customer k ryour investigati n turther we will be pleased 
to turnish the names of weil known lirms who are our present customers. Consulting with us about 
prot 1 ask I f not pla ] bligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 Polk and La Salle Streets 
All Departments Chicago, Illinois 


Established 


i883 


ol 
thi - nationally advertised brands as too | 
Oo Ing rong AY | high priced, and recommends in- 


CONSUMERS UNION PRESENTS A BOX SCORE 


RCA Auto Radio (M70)... 
Kolynos toothpaste 
Holeproof socks 
Stove coal 

with proper 
Beechnut tomato juice 


Gillette Model G 


rdjustment 


Total Savings for a Year 


Here are the results of the X’s night of figuring: 


What we can save a w by changimg fron 
. N 4 Acceptal le” or “ Ace fa le” rands listed 
in Consumers Union Ket s to the “Best Bu 
I:stimated 
| lerom / ca sawn Ys 
Grade A milk ..Grade B milk $16.38 
Cashmere Bouquet soap....Colgate Big Bath 2.45 
Ivory flakes ...Kirkman’s .. mee 
No-Nox Gulf .... Gulf Traffic .. 28.00 
Mobiloil .Penn-Rad .. eae 
Dunlop tires a ., Goodrich . 22.00 
Walk-Over shoes, men’s....A. S. Beck ............... - 5.54 


..,Craig-Martin toothpowder 3.48 
......e Woolworth’s “Worthtwist” 6.00 
....Pea coal rere si 30.00 

yp by les id wet fi) } 
+ UR eee re . 6.08 
er a Sunbeam Shavemaster, Model M... 7.50 
. $168.68 


Here is the summary of the "X's night of figuring,” presented in a folder mailed 
to prospects by Consumers Union. 


ter than less expensive brands; how 
by changing the brand of tires on 
his car, he could save as much as 
$40 in each 20,000 driving miles. 

“Mr. X took the copy of this ex- 
citingly readable and_ well-illus- 
trated magazine home to his wife, 
sat down, wrote out a check for 
membership in Consumers Union 
and sent it in with an order for all 
the back issues. When they arrived 
he set to work.” 


| By 2 a. m., Mr. and Mrs. X had 
|}hit upon the substitutes which 
| would save them $168.68 annually 


and began to feel like millionaires. 
Mr. X may have been discharged 
for reaching work late the following 


| UETINE, but his evening’s adven- 
tures must have made absorbing 
|}reading for the legion of families 


which could use $168.68 to advan- 


tage. 
Judicious “Fear” Copy 


Consumers Union believes in sav- 


ling its own money as well as its 
| as ; 

| clients’. It fills every envelope with 
all of the literature which can be 


| crammed in without increasing the 
| postage. 
| omy theme with much gusto in all 
of this promotion, it varies the 
monotony and the prospect 
into action with a little guinea-pig 
injection, in the best advertising 
tradition. For example: 

“Do you know: That several 
| widely sold brands of toothpaste 
may be harmful to your teeth and 
gums’ That many widely adver- 
tised ‘alkalizing’ drugs may, if used 
regularly, cause poisoning; 
and that none of will do all 
they claim to do?” 

This folder is cleverly illustrated, 
one halftone showing “A U. S. Gov- 
ernment grader making tests of 
canned vegetables for Consumers 
Union.” While this caption may be 
somewhat confusing to some read- 
ers, the reference to “U.S.” is suffi- 


jars 


serious 


them 


cient to give it sales punch in 
| most cases. 
With Consumers Union showing 


wore were discovered to be no bet- 


While it pursues the econ- | 


as much skill in promotion as man, 


of the country’s most prominent 
advertisers, it may not be long be- 
fore some of Kallet’s competito: 


make the logical charge against it 
That it spends so much for adve) 
tising that it has had to raise th 
price of its product, and that if th 
consumer really wants to save, hy 
should patronize some less expen 
sive service, thus. bringing — th 
$168.68 up to $169.69, or there 
abouts 


Princess Pat Sponsors 


James J. Walker on Air 


James J. Walker, former mayo: 
of New York City, will be the lead 


| Ing figure in a radio program spon 


sored by Princess Pat, Ltd., Chi 
cago, cosmetics beginning Feb. 26 
over WHN, New York. The pro 


gram will go on the air every Mon 
day from 9 to 10 p. m., from Loew 
State theater, New York, and wil! 


last 13 weeks. It will be called 
‘*Jimmy Walker’s Opportunity 
Hour.” 

The contract between WHN and 
Princess Pat, Ltd., was placed 
through Frank R. Steel Associate 
Inc., Chicago. 

Cleveland Tractor 


Expands Advertising 

State farm papers, direct mail, lo- 
cal cooperative newspaper copy and 
point-of-sale literature will be used 
by the Cleveland Tractor Company, 
Cleveland, in its expanded 1940 ad 
vertising campaign, promoting it 


new General, Model H and othe 
tractors. 
Howard Meermans, Inc., Clev: 


land, handles the advertising 


General Tire Elects 

T. S. Shore, treasurer, L. A. Mi 
Queen, in charge of sales, and S. 5 
Poor, in charge of retail merchat 
dising, have been elected vice-presi 
dents of the General Tire and Rut 
ber Company, Akron, O. H. R. Je: 
kins was advanced from assista 
secretary to secretary, being su 


ceeded by F. W. Knowlton 


ote On This 
First Note le To 


nt Memo Case 


My 


Autopot 


SEE YOU 


Write today for prices and 
promotional-use ideas 


ANYTIME 


An Imprinted Cutopotnt Memo Case 
Is Worth 100 Ads In The Wastebasket 


Prospects Keep 
This 
Door-Opener 
“On Their Desks 


No. 155 


An Autopoint Memo Case, 
imprinted with your sales 
message, will remind your 
customers and prospects 0! 
you every day — month 
after month. Holds 23! 
loose note sheets (4°x6 
Made in conservative col 
ors—Bakelite molded case 
convenient, smart in ap 
pearance. Your messag' 
stays on your prospects 
desk. 


AUTOPOINT COMPANY, DEPT. &? 
1801 FOSTER AVE, CHICAGO, ft 
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Housewives Give 
Reasons Back of 


Brand Selection 


New Appeals May Be 
Suggested by Survey 
Among Chicagoans 


Chicago, Feb. 15.—Some surpris- 
ng reasons lie back of the brand 
eferences of Chicago housewives, 
indicated by a survey among 
1325 homes just concluded by the 
esearch bureau of De Paul Uni- 
ersity. The study, made at the 
iggestion of the Marketing Re- 
earch Division, Department of 
Commerce, will be made available 
to those interested for a nominal 
im L. M. McDermott, head of 
the research bureau, said that only 
100 of the families interviewed are 
n relief. 
While flavor was given as the 
ost desired quality in coffee, 980 
housewives, or 9.49 per cent of those 
contacted, reported that absence of 
caffeine is the motivating influence. 
apparently indicating definite suc- 
cess for some recent advertising 
campaigns. Price ranked sixth in 
the list, only 7.46 per cent empha- 
izing economy as a vital factor in 
coffee purchases. Hills Brothers led 
he list of brands, Webb being sec- 
nd. Chase & Sanborn third and 
Maxwell House fourth Chase & 
Sanborn secured an extraordinarily 
ge number of mentions as second 
choice and would rank second if the 
figures were consolidated. 


Good Results Sought 


Listing “good results” as the Poal 
ught, 20.67 per cent of the house 
ve reported Ceresota as thei) 
choice in flour, with Pillsbury 
econd and Gold Medal third. Mere 
ce ranked seventh in the list of 
easons given for selection of one 
and over another 
The women interviewed were 
uch less positive in their discus- 
of sugar than of ecffee and 
ur, many expressing the beliet 
tone brand is about as good a 
the) Accordingly, price a 
ed new. significance in ugal 
iving, and was the third mest in 
tant factor in influencing scle 
mn of brands Convenient bag 
or shapes also ranked high a 
iid to popularity 
The toilet soap situation present; 
e paradoxes, according to the 
ey. While 2,574 housewives, «1 
24.92 per cent of the total, listed 
ty as the most prized quality 
vy. Which has hammered harder 
| this theme than any other manu 
cturer, ranked fifth in the list 
ng led by Lux, Palmolive, Life 
y and Camay in the ordes 
ed Odor is the second most 
tive advertising appeal, accord 
to the survey, while “lather’ 
es third. “Easy on skin” wa 
quality sought by 9.20 per cent 
the housewives, giving it sixtl 
e, while only 1.97 per cent buy 


a deordorant 


Old Survey Quoted 


sitchen Klenzer won the votes 
4.01 per cent of the Chicago 
isewive as the ost popular 

ng powder, almost twice as 
y as Old Dutch was able to roll 
Old Dutch was listed as No. 1 
12.49 per cent, while Bon Ami 


was third, with 8.91 per cent, and 
Gold Dust fourth with 7.31 per cent 
The college survey includes figures 
from some studies made by news- 
papers in smaller Illinois cities, re- 
vealing important differences in re- 
In Springfield, 
Dutch Cleanser 


“Good cleaner” was listed as the 
chief virtue of scouring powders by 
“Softens water” 


and “price” third. 


consideration 


Another 0.63 per cent regarded the 


package as all-important. 


In the salad dressing field, Mir- 
acle Whip rolled up a rating of 
26.38 per cent, as compared with 
15.05 per cent for Hellman’s, its 
nearest rival. 

Del Monte was found to be the 
most popular brand of canned 
pears, with Monarch second and 
Libby third. The researchers took 
advantage of the opportunity to 
sound out the housewives on their 
views of labeling, finding that 40.52 
per cent favor the use of labels to 
indicate quality of canned foods, 
while 11.71 per cent regard this 
project as not important, and 47.75 
per cent curtly reported, “Not in- 
terested.” 

These figures led the author of 


moralizing.| American housewife on the advan- 
| the canned products she buys.” 


canned foods labeled. 
ly true that many 


It is probab- 
people have im- 


government and therefore anythin 


can housewives 
pared by the great packing compa 
nies are inspected and labels to go 
on canned meats and meat products 


for approval, provided they are sold 


a great field here for educating the 


tages of labels denoting quality on 


Asked whether they favor stand- 
ardization of can sizes, 55.79 per 
cent of the housewives replied in 
the affirmative, the remainder indi 
cating that they do not regard it a 


mportant 


Treet Starts Drive 


Trect Safety Raz Cy rpot ition 
Newark, N. J., has launched a new 
paper campaign, to b continued 
throughout the vear, fer its singh 
edge blades Copy, cheduled for 
121 newspapers will feature the 
regular package of four blades fot 
ten cents and a new package ¢ 12 
for 25 cent Federal Advertising 


Ageney, New York, has the account 


we CZ sack Issues 


@ Complete coverage >, 
o! current and back 
issues of trade papers 
and general magazines 


"Using 
for editorial and adver- Trade Paper 


2 . Clippings in 
using material. Business” 


BACON’S 


CLIPPING BUREAU 


s 
221 


N. LASALLE ST., CHICAGO, ILL. | 2 O O ] 


OH, FOR GOODNESS SAKE! 


—AND 1 HAD SUCH A NICE START, TOO! 


Think nothing of it, darling. Even experts have, at one time or another, 
ended up in a mess when they thought they were off to a prize-winning 


start. ... With thousand dollar art work and “million dollar’ copy they 


fashioned an ad that promised to change listless page-turners into feverish 
fans in one swift application. Then . 


never worry about ‘color-matching,’ about “tone values,” detail repro- 

duction, printable progs, deadline dates and invoice debates, Rogers will 
show you how easily it is done. Hundreds of mighty big names in the adver- 
tising world have been on their books for upwards of twenty years. 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e Master-Craftsmen of Photo-Engraving 
CALUMET AVENUE e Phone: CALumet 


.. they bought engravings. ‘Forty and 
ten’ off seemed a sweet song when the salesman sang it, but temper- 


trying trouble and the deadline on $6000 worth of white space turned it 
sour.... lf you'd like to join the ranks of the hard-headed advertisers who 


CHICAGO, ILLINOIS 
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Oil Decree Will AGENCY YOUNGSTERS STUDY AND LEARN 


Getting Personal. 


With the assistance of Gene Hoover, Jr., art director of the 
agency, William F. Sigmund, creative director of the Henry J. Kauf- 
man Advertising Agency, Washington, D. C., has written “Europe 

| Under X-Ray,” a feature of which is the use of cellophane page 
| tracing the constantly changing borders of that continent. The nev 
volume, being published by Blue Ribbon Books, Inc., a division o! 
Doubleday, Doran & Co., indicates the difficulty of finding a peaceful! 
solution to all of the ancient feuds over boundary lines. . . ‘ 
A. N. Chaney, space and time buyer for J. Carson Brantley Ad 
vertising Agency, Salisbury, N. C., has collected mechanical pencil 
since his childhood days and now has more than 2,200, no two alike : 
and all in good working condition. . . Joe MacGaheran and Mac § 
Martin, secretary and president, respectively, of Erwin, Wasey & Co 
of Minnesota, collaborated on “Advertising Campaigns,” a book de- 
signed for the business course of Alexander Hamilton Institute, New 
i. ee 
Like all other parents, Ed Scriven, one time research director o! 
Batten, Barton, Durstine & Osborn, Chicago, and now London mana- 


Cause Expansion 
of ‘lowa Plan’ 


Bulk Stations May Be) 
Leased to Avoid Puni-. 
tive Taxes 


Ie Moines, Ia., Feb. 15.—The 
Iowa plan, under which oil mar- 


keters leased most of their service 


tatior to independent retailers, 
vill be extended to the bulk station 
field as the result of a consent de- 
cree signed this week, informed 


ag” aia ie | Youngsters on the Cleveland staff of Fuller & Smith & Ross have organized an | ger for A. C. Nielsen Company, likes to display pictures of his off- 
quarters believe. The decree, signed | aq Vocation Club which meets every other Tuesday evening. Group discussions | spring. The latest arriving in this country, however, show the young 
by a major companies, ends s@v-| and talks by senior members of the staff, as well as trips through printing and sters wearing gas masks, conservatively described by Mr. Scrive: 
cral years of litigation by adoption 


engraving plants, are featured. 


of a commonsense viewpoint, and 


ig uggests the expediency of dispos- » , , , 
. ate res Ww > > payme trend, ‘riew of the settle A 
Mano bulk. stations which sell to &t@ result will be the payment of trend, in view of the settlement, CLOUD CLUB HONORS ADVERTISING MAN 
‘ $600,000 to the state. will be in the other direction, it is D 
x consumer: It also seems likely to yredicted . 
* be adopted as a pattern for the Four-Year Battle a ver b 
b re Companies signing the decree y 
olution of similar problems — in The Iowa chain store tax Was : > ' . : : | > 
As were Standard Oil Company of | I 
‘ther state edopted in 1935, its provisions being Site a: ‘ “ 
; Indiana, Texas Company, Barnsdall an 
Under the decree, the oil com- so drastic that wholesale abandon- , ‘ ; . . , 
Refining Company, Skelly Oil Com- vis 
panies accept the principle of tax ment of retailing by large oil com- a ~7Pr stad . : 
. pany, Cities Service Oil Company, an 
payments under the Iowa chain panies followed Under this law, | >. . ; : ‘ 
Continental Oil Company, Deep 19: 
tore law on bulk station units the Iowa authorities have consist- _ areiaiee 
, Rock Oil Corporation, Mid-Conti- ma 
vhich ell direct to consumers, ently sent tax bills to the oil com- a“ ae ey 
: nent Petroleum Corporation, Na- ex 
vhile the tate has agreed to re- panies covering bulk stations, as. ,. : . a. 5088 . 
tional Refining Company, Phillips Li 
nounce any tax claims on. those well as any retail outlets operated. ,.,. . . 
: . Petroleum Company, Sinclair Re- to 
which do strietly a wholesale busi- The oil companies repaired to the . ; . . . 
re fining Company, Shell Oil Com- Ch 
re elling only for re-sale The courts and won injunctions to pre- : re | 
pany, Ine., Socony-Vacuum Oil 
tate also has agreed to abandon vent collection of the tax bills ‘ ; . ; 
by Company, Inc., and Champlin Re- M) 
tax claims on. retail tations There the situation rested for four | , ‘. : . 
; fining Company Cr 
which were leased for more than 30 years, until a three-judge federal pa 
day An important clause in this court promulgated the decree which Li 
phase of the decree provides that has now been accepted” by both Ray to “Atlanta Journal” | m. 
‘ \e 1 p } Ne ) é ons Vv ar 1S ’ > | 
dvertising in behalf of stations by —— ' William R. Ray, formerly with the Al 
cil ¢ — i — to be cons te 9 ) Prager ae ge os circulated Atlanta Georgian and Sunday P: 
as proof of ownership. One tmmedi ast year that the oil companies rican ; Ee P , - , ’ ' 
were dissatisfied with the results en cnet ae ee ae oA gor’ R. H. Crooker (left), executive vice-president of Campbell-Ewald Company, was 
: ati : , statin te ’ “tag peor —s 2 Seen - guest of honor at last week's meeting of the Cloud Club, Detroit organization 
Gt 6 ee = devoted to the study of political economy and government. With him are C. D. B 
nde ‘etailers and pli ‘d to re : 4 fp , 
pendent retailers and p aNnnea W re Blessed, president, Walker & Co., and F. E. Booth, Detroit manazer of Hyatt V 
. ; Bias! : turn to the old method, particularly Anderson Appointed Bearings Division. 
Multigraphing Milling-in in view of the doubt that the tax nin Th heen eltiek of thy ; 
eatin Ta : " ° ‘ ; ms geet ‘ gt / reorge B. J erson, editor of c | 1; 
Addressing - Mimeographing a be “rr for some | Chicago Tribune Advertising Serv- PS 
, > some stations were | ing far Newenane nh i a ; + 
THE LETTER SHOP, Inc. rend padtrenay Prepon sttnco aan he | ce fo Ne ——— rs, has prsondiae 0d as “darned uncomfortable. . Richard Thruelsen, associate edit Ir 
110 Se. Dearborn St. Wabash S655 on “o se am | anager OF the service succeeding | of The Saturday Evening Post, wed Margaret Jane Burton, photog 
CHICAGO rumors had little basis in fact. The | Melvin Swanson, resigned. | rapher’s model and Kentucky beauty queen, at French Lick Spring V 
Ind., the other day. . . a 


Phillips Wyman, McCall Corporation, and vice-chairman of th 
publishers’ committee for the Finnish Fund, reports that over $8,0% 


ro 


has been contributed thus far by publishers. . . Rollie Williams, pro 
duction manager of Station KMOX, St. Louis, now has a namesake | h 
the person of Rollie Richard Williams, weighing 844 pounds Si 
Chester H. Lang, advertising manager of General Electric Con S 
pany, used facilities of National Broadcasting Company the oth: ¢ 
day to tell how the Byrd Expedition gets its mail at the South Polk 
It's all relayed via G-E’s short wave station, WGEQO, in Schenectads C 
. Frank J. Burd, president of the Daily Province, Vancouver, B. © 


received a basket of 70 roses from his staff on his 70th birthda) 
recently. . . h 
Fred Crawford, who helps Kenny Clark sell the Munsey pape 


F a 
oe S Chicago, predicts that mortality among representatives is going ! : 
= increase progressively until the boys learn to shed their overcoat | 
mem while awaiting interviews in agencies. He has started a one-ma 7 
crusade to achieve this educational end Speaking of the Munsc) 
uaa UY | papers, Tom Verschuur, of the Chicago office, celebrated his 30th a! 
we niversary with that organization Feb. 13. He was in his teens whe 
7 . ‘ “) he landed the job, so he is still a youngster. . . 


a 
r W. D. Carmichael, v.p. in charge of advertising, Liggett & Mye 
; — ag Tobacco Co., became a grandfather last week. Son Robert, who 
ied = with Reilly Electrotype Co., is the proud father of a daughter, chi 


tened Evelyn Sloan 
When the Merchant Tailors and Designers Assn. picked 

country’s best-dressed men recently, the advertising and publishi: 
world came in for its share of the laurels. Mentioned were Henry 
Iuce, Time boss, who was cited because he “clings to many of t 
archaic elegancies of the 19th century, notably in his evening clothe 
Harry J. Grant, board chairman of the Milwaukee Journal, “noted ! 
his Florida wardrobe”; Chester J. LaRoche, Young & Rubicam pre 


en cleared the areho Se and A. D. Lasker, retired head of Lord & Thomas 
| ey”’ adds re- Robert H. Carey, a.m., W. A. Taylor & Co., is on the high 


‘ bound for the Virgin Islands, where he will confer with produc 
ate sales OPP ortun ties of Government House rum, one of the products which his con 
hrough— 


ers have $50.- 
nocketé as the 


osult of 
ich has jus 
F floers. This influ 
t os metdously to the immédia 
: in the rich market you reach and se 
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Represented Nationally By 
The Branham Compa 


distributes 
F. B. Ruthrauff is engaged to marry an ex-debutante. H 
associated with his father, W. B. Ruthrauff, v.p.. at Ruthrauff & R: 
An office romance will blossom into marriage in June for A. ! 


; Brown, of the New York Times promotion dept 
i L. Rohe Walter, a.m., Flintkote Co., who does his share of p' 
: speaking, addressed NYU's Triad League the other day 


Eliott Odell, adv. dir., Fawcett Publications, is back fron 
hospital, none the worse for the loss of his appendix Carol Irv 
head of daytime radio at Young & Rubicam, and hubby Lyn Murra 
CBS choral and orchestra director, recently celebrated the 
wedding anniversary 

Wedding bells will peal soon for Bill Wood, of the ad dep! 
Public Service Corp. of N. J That lucky fellow who posed 
Sonja Henie for publicity shots of the Lakewood Ice Carnival 
none other than Ray Simmons, radio director of Meldrum & F 
smith 

Paul Kesten, CBS v.p., is back from a week's skiing in Cat 
Now it is Vie Ratner’s turn to relax, and he has a month to do 
Sherman K. Ellis, the agency head, chose Florida for his sojour 
George Bryson, of Y & R, picked Bermuda 
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“ mahogany had garnered 31.7 per 
WINS PROMOTION ‘| Thome Heads Call” Mahogany Regains —— snenen per Appoints Rickerd 
Frederick W. Thorne has been cent of the business, and walnut 
- ae W. s : . Rickerd, Inc., Detroit, has been 
+. eee elected president of the Newark Top Rank as /had dropped to 33 per cent. appointed advertising counsel for 
Call Printing & Publishing Com- Now, figures attributed to the|the Michigan radio network with 
| pany, publisher of the Sunday Call, walnut industry show mahogany |WXYZ as key station. Plans call for 
® | Newark, N. J., succeeding William Furniture Wood AP yr pps A cae yo aon 


‘ | S. Hunt, who died Jan. 26. Edward 


Ford in New Post 


ican Mounting & Die Cutting Com- | 


thus indicating a reversal of a long- 
standing trend. 

In 1934 walnut was an almost 
two to one favorite over mahogany 


Harry L. Ford has joined Amer- 


out in front on the bedroom and 


which in 1939 were the best in a 


| decade, the increase over the pre- | sion 
vious best year (1937) being eight | Corporation, 
,| per cent for lumber 


and 17 per cent 


the use of national magazines, busi- 


F. Batzill a——_ & ios os Chicago, Feb. 15.—For the first | dining room set front, with 35.2 per | ness papers, newspapers, outdoor, 
a | ataille, editc as en ¢ tone i iia Sidi Seinen aT cecil calealieatell Sail tage | busses, street car and sales promo- 
vanced from secretary to vice- ne in many years, mahogany too cent, against walnut’s 32.4 per cent. 


tion campaigns directed to consum- 


| president, being succeeded as sec- the lead as the favored cabinet According to George N. Lamb, | |ers as well as to time buyers. 
retary by Harry A. Wapshare, busi-| wood at January furniture show-| secretary of the Mahogany Associa- 
ness manager. | ings in Grand Rapids and Chicago, | tion, this changing trend is empha- . o 

the Mahogany Association declares, | sized by shipments of mahogany, Plan Milk Promotion 


Detroit Creamery Company, divi- 
of National Dairy Products 
has appointed McKee 
and Albright, Inc., Philadelphia and 


|pany, St. Louis, as sales promotion | the association reports, with 42.3| for veneers. Compared with 1938 | New York, to handle the promo- 
manager. Mr. Ford was formerly | f th 4 : é ; > sane |tion of milk, ice cream and other 
'with D’Arcy Advertising Company | P&T cent of the pieces made of that | shipments, those of 1939 were 48) q; iiry products in Detroit and Mich- 
|and Gardner Advertising Company, wood, as against only 20.3 per cent} per cent greater for lumber and 57 | igan. Radio and newspapers wil! 
| St. Louis. for mahogany. By June of last year | per cent greater for veneers. be used. 


J. J. Donlan 


Donlan Advanced 
by “American Weekly” 


New York, Feb. 15.—J. J. Donlan, | 
a member of the trade extension di- 
vision staff of The American Weekly, 
and Puck—The Comic Weekly since | 
1930, has been appointed Western 
manager of the publications’ trade | 
extension division, succeeding 
Lionel B. Moses, who has resigned | 
to join Belnap & Thompson, Inc., 
Chicago. 

Prior to joining the publications. 
Mr. Donlan was with United Drug 
Company, Carleton & Hovey Com- 
pany, The Ayer Company, and La | 
Lasine International, Inc. He will | 
make his headquarters at The 
American Weekly’s offices in the 
Palmolive bldg., Chicago. 


Yours 


for the Asking 


Berk Counsel for | 
Willys-Overland | 


Harry A. Berk, Inc., New York, | 
has been appointed merchandising 
counsel to Willys-Overland Motors, 
Inc., Toledo. 

D. Porter Bibb has been appointed 
vice-president of the Berk organi- 
zation. 


Construction of hospital additions, and modernization 
of buildings, furnishings, equipment and methods in 
1940 will provide a market of tremendous importance 
to manufacturers whose products are applicable to 
the hospital field. 


Drake Promoted 


This is revealed by a questionnaire addressed recently by Hospital 
Climalene Company, 


Canton, Management to the hospitals of the United States and Canada, 


um” 


has appointed L. D. Drake Eastern 
sales manager, succeeding M. G. . : : : : r 
ike Gan tan Ge eae asking for an indication of improvements planned for 1940, together 


charge of the new products division. with their estimated cost 


Continues “Marathon” 

Ohio Oil Company, Findlay, O., 
has renewed “Marathon Melodies,” | 
aired over a split network of 11 | 
NBC stations. 
Inc., Columbus, 


A summary of the replies has now been prepared. If you would 
like to see a copy, we shall be glad to send it to you. 


Byer & Bowman, | 
is the agency. 


Hospitals offer an immense and concentrated — AND ACTIVE — 
market for almost everything you can think of 
rials, equipment and supplies. . 


... building mate- 
. furniture and furnishings. . . 
food service equipment . . . laundry equipment and supplies. . . and 


of course the multitude of maintenance equipment and supplies. 


In addition, occupancy is going up ste 
a high level. 
than they have been in a decade. 


adily, and construction is at 
Sales opportunities in this vast field are better now 


WIN SALES! 


WITH WEINMAN 


TRANSPARENT BOXES 
ano DISPLAYS 


Take YOUR Product 


Out from under the counter! 


tT 


Prove it yourself! Write today for your copy of the recent survey 


summary. It is yours for the asking! 


spar mt acetate ners and displays will 
4 } » 


m Te ers Al rs 1 
your product. Don't overlook the 
Sannemene way nerease retail sales 
or 
500° ; Sales Increases 
have been reported by ading manufact 
ne sing Welames sparent. Boxes 
Counter Displays Made as i 
> commie its—in variou 


jividual pack 
$ zs «6and 


HOSPITAL MANAGEMENT 


The only 


Proven ideal for Candy, 
vets 


Nuts, Food Prod- 
Hardware, Dry Goods, Drug Products, 
| Cosmetics, and many other lines 


FREE tllustrated Catalog and 
to be pack 


WEINMAN BROS. 


2 TRANSPARENT BOX HEADQUARTERS 
25 N Wells St. ept. AA Chicago, 11. 
EXPERIENCED SALESMEN WRITE! 


“lay for 


Price List 


ABC-ABP publication in the field. 


vw send your product 


330 W. 42nd ST., NEW YORK 100 E. OHIO ST., CHICAGO 
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February 19, 1949 


Diffusion Key 
fo Twenty Grand 
Economy Story 


Secondary Coverage 
Demanded in Radio, 
Newspapers 


Louisville, Ky., Feb. 15.—The 
small space newspaper copy being 
used by Twenty Grand has proved 
so effective that it will be continued 
throughout 1940, Palmer Parker, 
president of Axton-Fisher Tobacco 
Company, said today. The spot} 
radio which was a feature of the | 
company’s 1939 promotion is also 
being decisively expanded, Mr 
Parker indicated. The common | 
denominator of the two media is the 
sports angle, the Twenty Grand | 
copy being spotted on sport pages, 


and sports broadcasts predominat- | and mouths of smokers 


ing in radio, though a number of | 
newscasters are also employed. 


ing copy bearing down heavily on 


the economy note. Most of the} 


|}ucts that make up the day-to-day | y,,., 
-|and week-to-week expenditures of : 


| central appeal, and one which is re- 


| buying spot radio news and sports 
About 80 newspapers are carry-| broadcasts that have long’ been 


dailies get three insertions atte | Hoey on WBZ, Boston, and WBZA, | 
“There’s a story to tell of the| Springfield; Bill Stern on WJZ, 
savings made possible to smokers| New York; Jim Wells on WBEN, 
by manufacturers of ten-cent cigar- | Buffalo; Nixon Denton and Roger | 
ettes,”” commented Mr. Parker, “but | Baker on WLW, Cincinnati; Paul | 
it isn’t the story of trips to Hawaii| Williams on WWJ, Detroit; Arch | 
or Bermuda, of fur coats and dia- | McDonald on WJSV, Washington, | 
mond rings. Those incentives are} D. C., and C. E. McBride and Fred 
so far in the future that their value | Weingarth on WDAF, Kansas City, | 
is nil in influencing such small daily | are among the sportscasters selected. 
purchases as cigarettes. Reporting the news are Capt. E. D. | 
“But there are immediate things! C. Herne, on WGN, Chicago; Bob | 
items that can be bought today| Garrod on the Columbia Pacific | 
or this week from the savings of | Coast network originating on Sta-| 
three to five cents a pack—which | tion KNX in Los Angeles, with out- | 
smokers are interested in.” lets in San Francisco, Fresno, Port- | 
land, Tacoma, Spokane and Seattle, 


| 
| 
| 
| 


Specific Products Stressed 


That is the keynote of the 1940) Press News on KSD, St. Louis. 
Twenty Grand campaign both in 
newspapers and on the air. How to 
get a daily paper free, how to see a 
movie free every week, how to get 
toothpaste, neckties, stockings for | 
the wife and dozens of other prod- 


Strategy of Campaign 


Readership of the newspapers | 
with which contacts have been | 
placed is in excess of 25,000,000, | 
with 90 per cent coverage in New | 
Chicago, Boston, Baltimore, | 
Milwaukee, Detroit, Los Angeles 
and San Francisco, as well as a 
number of smaller cities. 

Small copy, frequently placed, | 
and with a powerful treatment of 
eam : . |the “savings” copy theme = and 
In the main, Twenty Grand is| stressing of the quality guarantee 
on the back of the package, and the 


blished list i in th |}union label, was determined upon 
ste shed a: ‘ner p ars e | : 
established as listener pullers in th do the newspaper job. 


ajor markets 1e country. Fred | 
major markets of tl - ‘ On the air, stations now under 


the average family are used as the 


ported to be moving Twenty Grands | 
off dealers’ shelves into the hands | 


NUMBER TWO... of a series - ART WORK 


ART WORK is a peculiar sort of bird. He can drive 
you nuts... make you leap for joy. And, boy, how 
he can sell goods when he’s properly “hopped 
up.” e We know! It’s been our job for 45 years. Not 
only are we durn good printers ... we've put ART 

WORK for a host of satisfied accounts. e That 


comes from our happy balance of capable creation 


plus ability to produce. 


or type-warmers, we run this gamut every year. 
Too, our knowledge of plate making is no small 
factor in adding to the selling value of an advertising 
piece. Just check some of the jobs we've done .. . 
one of our idea crew will be glad to measure the 
kind of job you'd like with the yardstick of our 


accomplishment. We're as near as your telephone. 


TALENT TO ORIGINATE 


contract blanket the country with 
their primary coverage areas, and 
give an overlapping listener group 
in their secondary coverage areas 
that will get over the message of 
savings and quality to an audience 
as large or larger than the news- 
paper readership. Between the two 
media, it is estimated that more 
than 70 per cent of the families of 
the United States will be exposed 
to the Twenty Grand message dur- 
ing 1940 

Newspaper selection was based 
not only on good coverage of metro- 
politan markets, but also on as 
complete representation as possible 
in outlying districts. For that rea- 
son, where a question existed as to 
the merits of first papers, or first 
and second papers in any market, 
depth of penetration of the circula- 
tion was the measuring stick by 
which the final decision was made. 

Both newspapers and radio sta- 
tions are doing a powerful mer- 
|chandising job for Twenty Grand | 
on a nation-wide plan developed by 
Weiss & Geller, Inc., which places 
, the advertising for Twenty Grand, 
in close cooperation with Harry G. 
Hoyt, general sales manager for the | 
Axton-Fisher Tobacco Company. 


Renews “Lone Ranger” 
General Baking Company, New 
York, has renewed “The Lone 
Ranger” and added one station. The 
company now sponsors the program 
on 11 MBS stations through Batten, 


Whether museum pieces 
Barton, Durstine & Osborn 


“Help Wanted,” 
—mepresemtatives Available,” 
| cash with orde 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
and Joe Evans with Associated | $4.75 per inch. 


i 


Cdveutisi 
Market 


The rates for this department are as follows: 
“Positions Wanted, 


”" “Representatives Wanted,” ang 


30 cents a line, minimum charge $1. Terms 


ADVERTISING 
PHOTOG, 47; 


national magazine. 


ADVERTISING 
MISCELLANEOUS 
Opportunity for several medium size, 


POST CARDS 
“PHOTO” POST CARDS 
i method 

Samples 
Graphic 


» comprehensive 


COPYWRITERS 


Specializing in 


Advertising Book 


‘ontracts to national 
(jood repeat profits 

Book 

customer's 
* excellent 
objec tion 
i Liberal « 
details i 
» tell us about your- 


ADVERTISING 


POSITIONS WANTED 
layout 
Chicago 
z at 
AGE, 
IS yeurs exp. 
equip. 

_ prop 
3757, 
fourteen 
phases 
typography, 
‘e been 
r in printing Sinat, 
; et eee 
Born in New 
Chicago, 
> anywhere. 
AGE, 


territory, 
publication 
promotional 
profit. 
Publication 


WANTED 
tS, prominent ; 
Visualizer, 
, buy art: 
agency 


food copy 


all 


advertising po- 

women 
FRED MASTERSON 

Sinclair-Masterson Personnel 

S. LaSalle St., Chicago 

SPACEKH SALESMAN 

Match Manufacture 


‘Distribution 
and local ; 


AGE, 


HELP WANTED 


ARTIST 

We seek a talented, skilled, young 
man ready soon for top-flight rank. 
ing in Creative Layout—Visualizing- 
Design work. Excellent Boston « 
pany. Steady work. Weekly salary 
moderate—up to $50 to start—gzood 
opportunity for advancement. Writs 
in confidence, full and complete de. 
tails regarding age, schooling and 
training, experience, marital status 
and date you are available (we car 
wait for the right man). Recent 
snapshot (which will not be returned) 
is essential. Send no samples! 

30x 2040, ADVERTISING AGE, N. ¥ 


_ REPRESENTA TV ES AVAILABLE 
PUBLISHERS 
My background is one with 20 years 
consistent space selling in the middl 
western territory with headquart 
in Chicago where T maintain my off 
If you want thorough represe 

tion for your publication then writ 
me, and I am equipped to hand}: 
on a commission basis 

tox 2042, ADVERTISING AGE, C| 
Small magazine or trade journal Ad 
vertising manager for professio 
magazine, experienced merchandis 
sales, will represent in East Th 


‘|oughly acquainted New York ad 


tising field. Let me submit full ce 
dential analysis your publication 
proposition. 

Write D. R., ADVERTISING AGE, N. ¥ 
PUBLIC NOTICE 
ECONOMIZE ON PRINTING!! 
Don't pay out good money for 

gravings! Try our modern proces 
reproduction direct from your 


nal copy. Cuts unnecessary! 
All sorts Advertising Material, |) 
rect Mail Literature, Price’ List 


Bulletins, House Organs, etc., et: 
SHORT RUNS hii ret te PENALTY 
500 COPIES (8%x11” $2.63 
Additional 100 copies A yy T 

Supplied in any size Even | 


| prices for quantity orders, Send 


educational Manual and Samp! 
gratis 
Laurel Process, 480 Canal St... N.Y. ¢ 


Lithographing 


Wenninger to Advance 


Wenninger, ’ 
with the American Offset emaete 
i joined 
Company, 
and treasure! 


Change Page One Makeup “ 
' 4 Wisconsin S 

;. is being used | 
inside 
experimental 
main i 


Newsweek” 


Promotes Two 


A. V. Anderson has been ap- 
pointed Eastern advertising direc- 
tor of Newsweek. John B. Ruther- 
ford has been named Western ad- 
vertising director. Both have bee! 
with the magazine for four yv« 


AGMA Plans | Meeting 


The Associated Grocery Manutlac- 
turers of America will hold its a! 
nual mid-year conference at Hot 
Springs, Va., on June 13-15. 


SKILL TO PRODUCE 


Display Print. 


A new way to ‘‘stop them!’’—new ATLAS DISPLAY 
PRINTS, big, colorful and eye-catching BUT economical. 
Many a newspaper ad (or other illustrated selling copy) will 
|\\ become a dominating display, if you make it BIG. Now 
LL) ATLAS Display Prints, up to 54” wide mounted on strong, 
flat Superboard with an easel, make a big impression 
without the handicap of costliness. 


Send for a sample with prices. Remember ATLAS also 
for the other “big specialties’’-— Murals— Bromide Enlarge- 
ments—Jumbo-Stats, and now the big economical Atlas 


To Give You An Idea 


of the scale of prices and quanti 
ties, 10 Display Prints enlarged to 
24”x36”" from one original, $1.7" 
each—25 at $140 each — other 
quantities and sizes in proportion 
Color is not restricted to black, but 
{Tf NO ADDED COST can be 
blue, brown or red on white. Writ’ 
or phone Atlas, Whitehall 757° 
and let us show you how the new 
Atlas Display Print will help solv 
your display problem — econom: 


cally. 


—_ PHOTO COPY COMPANY (22: ©. micnican avenvs 


919 WN. MICHIGAN AVERDE 
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ADVERTISING AGE 


0 
» | Oe ——_—— - 
. - . inner circle of the New Deal never e ‘ 2 ° 
TC Distribution Study roma gee ey Nation's Capital Sunbrite to Use 
—_— “I do not accuse the Federal Fil S bi f Fi C ] R 
' , Trade Commissioners themselves of im u ject or irst oior oto 
being anti-advertising or anti-busi- - : ‘ . ’ 
Won't Stress Barton Sees FIC vs gtesersre ons" B & O Promotion in ‘Companion 
. . Dealers have loaded the staff of the Washington, D. C., Feb. 15.—A New York, Feb. 15.—Crowell- 
Ad rt AY; d S Federal Trade Commission with | motion picture film entitled, “Wash- | Collier Publishing Company, which 
ve ising in | u y as erious men who are definitely anti-adver- | ington, Shrine of Patriotism,” has has been experimenting with roto- 
a . ee been produced by the Baltimore & gravure in the editorial pages of 
d FIC S B Att k te lo say that Donald Montgom- Ohio railroad as the feature of its|' Woman’s Home Companion for 
. fu y, ays usiness ac pes, deg ho has the title of consumers’; 1940 campaign to stimulate in- about eight months, will offer a lim- 
d counsel of the AAA in the Depart- | creased traffic over its lines. The ited amount of space for rotogra- 
= . ‘ - P ment of Agriculture, is anti-adver- production is marked by the ab-. vure advertising, effective with the 
‘a Reiterates Intention of Some Men in Washing- pt Paper 7 7 aoe 2 sence of B&O advertising, the only May issue of that magazine. 
° ° ° ° ° ee oo /elements in the ederal Trade reference to the railroad being the _ : 
2 Reviewing Distribution ton Hate Advertising, | Commission have joined together to initial announcement that it is the a ae 2 
ig as a Whole Congressman Says provoke this attack producer of the film, and scenes The first advertiser to take ad- 4 
= “What will be the result if the showing entry and departure of a Vantage of the new facilities will 
5 : a , ? New Deal succeeds in destroying B&O tri ‘ > Union station in be Swift & Co., Chicago, which will 
Washington, D. C., Feb. 15.—The Catena, wee. 1—A Serious VieW advertising or greatly dientaiehion Washington. ee oe i advertise Sunbrite Cleanser in a 
Federal Trade Commission con- 0! the Federal Trade Commission’s | it, volume? The first. result. of Arrangements have been made four-color bleed rotogravure page in 
tinued this week to disclaim ony study of distribution costs, which he | course, will be the addition to the for public showing of the film in the May issue of the Companion 
martabgrer of making . special vol characterized —— attack on adver- | relief roles of hundreds of thousands theaters in Philadelphia, New York, through Stack-Goble Advertising 
: quiry into advertising an connection Using a part of a larger Campaign | of editors, reporters, copywriters, | St. Louis and elsewhere in the Mid- | Agency. 
: with its projected study of distri- against the freedom of the press, artists, printers, electrotypers, mu- | dle West. Eventually the film will The publisher expressed the be- 
ee bution costs, while advertising = | wee taken here yesterday by Con- sicians, actors, singers, paper mak-_ be distributed to high schools, civic lief that the modern equipment in- 
a terests continued to manifest some | gressman Bruce Barton, head of ers. news dealers. etc organizations, | employe groups, Stalled achieves such brilliant ef- 
~ crn Se the possibility of a Batten, Barton, Durstine & Osborn, “But this will be only the begin- churches, luncheon clubs and the fects in color roto that it will give 
js “fishing expedition” designed to|Inec., in a talk before the Union ning. How long do you suppose | like advertisers an entirely new concep- 
nd restock the ammunition chests of | League Club. the volume of General ‘Sietewe — . tion of the possibilities 
u anti-advertising forces. _ . Quoting that portion of the FTC’s|} would hold up without. nationel Havrilla Is Narrator = 
4) Tae SS Re Penpers oF intention | outline of its study dealing with] advertising? Or the volume of |, The film is a 35 mm. sound pic- Dean Returns to 
of singling out advertising any more | advertising which asks if “advertis- General Foods? Or the cigarette |ture. produced through collabora- 
Yy than any other item of the cost of | ing, especially national advertising, nee teeta > yy Be. 3 pear tion of the Richard A. Foley Adver- Brooklyn Eagle 
distribution in making the study,| is costing the consumer too much ie weet wan ‘i 4 ras ‘the | tising Agency, Inc., Philadelphia, John Dean has returned to the 
the FTC assured ADVERTISING AGE for the service it renders,” Con-| yolume P =a — : Bay = P “ and Loucks & Norling Studios, New |“Brooklyn Eagle’ as advertising 
again today. ‘ ; | gressman Barton said: weaken ait oo Peccomggruneh pcr bay York Alois Havrilla, radio and Manager. Mr. Dean was_formerl) 
an the numerous general red “Now, what’s the inner meaning! the cane of teesaatianinealiie paren tear: motion picture commentator, is the “ a tei an aor 09 waane. rt 
quiries conducted by the commis- of those soft-spoken words? Why | through the destructior ad- | "arrator Special music was ar- More recently, he has been with 
sion, and in the many thousands of | ° lly . ey <4 PP y | is irough ie destruction of ad- ranged by Georae Steiner the Branham Company's New York 
cases in which it has made investi- | should a_ probe o nationa adver vertising. . office, specializing on the Eagle. 
gations and taken corrective action, | tising carry with it any special | P ° 
the commission has never made any danger to American , Dusiness °" Glover Appoints Gill Opens Office Goebel to Agency 
declaration or taken any position | 4¢mocratic yapagashecans ; | H. B. Glover Company, Dubuque, Samuel E. Gill has resigned as di Richard E. Goebel has resigned as 
iainst advertising as such,” the Here is the answer, plain ant Tt, has named Goodkind, Joice & | rector of research for Crossley, Inc.,| merchandising manager of Sunset 
eommission said in a_ statement. | ylunt: | Morgan, Chicago, as its agency.| New York, to open his own market | magazine, San Francisco, to join ; 
Furthermore, no such action is A Direct Attack Glover makes pajamas, shirts and) research organization at 52 Vander-|the Seattle office of Ruthrauff & a 
- contemplated. Its action with re- sportswear. bilt avenue, New York Ryan — 
spect to this subject has been con-| “There are men in the Federal | 
fined to the elimination of false and | Trade Commission and the Depart- | 
misleading advertising under the| ment of Agriculture who hate na- 
’ Federal Trade Commission Act, and | tional advertising, who want to| 
unlawful advertising allowances | destroy national advertising. They | & 
under the Robinson-Patman Act.” | want to destroy it because national é 
: advertising supports the free Amer- 
: Will Cover Six Points ican press aaa the free American 
' The commission pointed out that | radio. And these New Dealers will 
t its letter to the House appropria- | not be satisfied until they clamp | 
- tions sub-committee covering the | down their bureaucratic controls 
outline of its study indicated six | over the press and the radio. 
points of inquiry, of which adver-| “This is the hidden danger in a 
tising was only one. Others dealt| seemingly harmless proposal. The 
with the increasing percentage of) press of the country generally has 
c distribution costs, their variation| opposed the spendthrift extrava- 
= from industry to industry, problems | gance of the New Deal. And the 
of uneconomic distribution and re-| _ 
ulting high costs, relation of the| 
Robinson-Patman Act to distribu-| FTC, who presumably will have} 
i} tion, and the effect of federal and | general supervision over the forth- 
° state laws on distribution. coming study, had indicated none 
! Despite these renewed assurances,|too much sympathy with certain 
id- some advertising interests professed | phases of advertising during testi- 
el continuing concern over the possi- | mony before a Senate committee in 
bilities of the study. It was recalled 1938. He seemed particularly con- 
that Willis J. Ballinger, director of |cerned with the subject of news- 
tudies and economic advisor to the! paper rate differentials. 
iC- Py 
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| Piet toe che Quality-mark 


Complete Service 


© 
Y3u 
& e Under ONF. Roof 
& eo 


PRINTING 


QUALITY, SERVICE 


... that’s just what customers do! 


and REAL ECONOMY... 


You'll like Hammermill Cover for its rich, brilliant 
colors its distinctive finishes ...its clean printability 

.its strength and durability. You'll like it for the 
money it saves. Hammermill Cover is moderate in price, se 
economical to print. And it gives you the added saving 
of work-and-turn jobs because it is alike on both sides 
in color, finish and printing qualities. 


| Yo can have a top-notch product. Your sales mes- 


can be accomplished through Faithorn COMPLETE ao yrs ah g hoes gece. a oa ny a a ~ mie 
SERVICE of (1) Ad-Setting, (2) Engraving and (3) | O° Cat@08 hits a busy prospects ee ee 
a a “ | that makes it “thumbs up” or “thumbs down. 

Printing — all under ONE roof... We think in 

terms of results... The shortest way ‘round is 
usually the best ... Why send cuts to one con- 
cern —typesetting to another many blocks away 
—and then give your printing to a firm even 
farther distant? You can cut your costs, elimi- 


Is the cover dull, flat, colorless? Your catalog is likely 
to be “filed in the wastebasket”... unopened, unread. Is 
| the cover a stopper ... exciting .. . sparkling with color? 
Does it say, “Here’s something worth looking into”? 
Then Mr. Prospect is on his way to becoming Mr. 

| Customer. 


The obove reduced advertise- 
ment for Feltman & Curme was 
Prepared entirely by Faithorn 


WANT SOME NEW COVER IDEAS? 
Mail coupon for this Portfolio of 
Commercial Reprints on Hammer- 


o d d mill Cover. Contains samples of ac- 
nate iad = save TIME, TROUBLE and MONEY If you want to make your booklets and catalogs click, tual jobs: 2-color, 3-color, 4-color 
Always the Finest by Raving Femmes Oo Sie antes eb... 8 yeu “package” them to win and hold attention. Give them work specimens of work-and- 


turn printing ... unusual designs, 


are interested in securing this kind of a saving, 4 cover that stops the reader, catches his eye, excites his 
color combinations. . 


the time of times to use Faithorn certainly is | interest. Give them a Hammermill cover...and give 
NOow...We will gladly show you samples. Try us! | them a head start with your prospect. 


. Suggestions 
for layout. A cross-section of the 
better cover jobs produced today 


at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


Yo 


Exceptionally well fitted to submit ideas, 


[------------ 


et 


moke layouts, prepare sketches and draw 


ings—through every step of production Hammermill Paper Co., Erie, Pa. 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 
504 Sherman St., Chicago - Wab. 7820 


DAY AND NIGHT SERVICE 


AAZ 19 


/ can use one or all— 
YS? GS you wish, but all 
Gre here, ready to serve 
you... Speed, economy 
®Nd satisfaction assured. 


Gentlemen: Please send me the Portfolio of 


Commercial Specimens on Hammermill Cover. 


Name 
an ~ ne 4 - iM l 
BY 088 MAKERS OF eamesn | Position 
! 


(Please attach to your business letterhead) 
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| equipped with push buttons, the THIS WEEK 


Reallocation of 


Radio Channels 
Set for Aug. 1 


Washington, D. C., Feb. 15.—As a 
preliminary to reallocating channels 
assigned to broadcast stations within 
the standard broadcast band of the 
United States to conform to the 
North American Regional Broadcast 
Agreement, the Federal Communi- 
cations Commission has indefinitely 
suspended the rule fixing the broad- 
cast license period at one year and 
providing for a staggered system of 
license renewal. Under this order, 
all outstanding licenses whose ex- 
piration date falls beyond Aug. 1, 
1940, will terminate Aug. 1. 

While the FCC is not prepared to 
offer any guarantees that the task 
can be completed by Aug. 1, it be- 
lieves that it can. A survey is being 
made by the Commission’s experts 
to determine the exact task con- 
fronting the FCC and hence, the 
length of time which will probably 
be required for the allocation. 


FCC Grows Timid 


The Commission is chiefly fearful 
of having its work undone by par- 
ticularly raucous individual com- 
plaints from radio stations, and pro- 
posed schedules will not be released 
until the entire task has been com- 
pleted. 

The reallocation involves broad- 
cast facilities from 550 to 1600 kilo- 
cycles between Canada, Cuba, Haiti, 
Mexico and the United States, all of 
which have ratified the treaty. 
While not all of the stations in the 
United States will be affected, the 
majority will be, particularly those 
above 720 kilocycles. The chief ob- 
jective is to establish a sound tech- 
nical plan which will reduce mutual 
interference and thus improve serv- 
ice to listeners. 

Manufacturers of receiving sets 
are almost as perturbed as radio 
stations over the outlook. Since so 
many modern console sets are 


| 


dilemma of the producers can easily 
be imagined. However, their cloud 
may boast a golden lining, since 
many confirmed radio addicts are 
expected to step into the nearest 
store and get new sets when the 
revolution actually occurs. 

Experts here are also inclined to 
laugh off the troubles of radio sta- 
tions, even the most popular, as 
more imaginary than real. They ar- 
gue that the listener can re-orient 
himself in ten minutes or so, and 
that popular stations will continue 
to be popular while the others will 
have an opportunity to win new 
friends. 

The newspaper assumes new im- 
portance in this strange situation. 
Radio listeners will of necessity re- 
ly on their daily papers to keep 
them informed of where on the dial 
their favorite programs may be 
found. 


Piper Corporation 
Plans Campaign 
on $995 Airplane 


Index of Retail Activity in 
80 Important Markets 


Rochester, N. Y., Feb. 15.—Piper | 


Aircraft Corporation, 
Pa., will begin an advertising cam- 
paign in March which will offer its 
Piper Cub airplane to the public for 
$995. At this price the company 
hopes to be able to go on a mass 
production basis and its plant al- 
ready has a capacity of 500 air- 
planes a month. 

The plane, built for light flying 
and training, comes in three models 
—a trainer, three-passenger cruiser 
and a deluxe coupe. 

Hutchins Advertising Company, 
Inc., Rochester, has the account 
with Mosher Hutchins and G. J. 
Dunkelberg, account executives. 


To Change Jurisdiction 
Functions of the New York state 
department of agriculture relating 
to preparation, adulteration and in- 
spection of food, food products and 
liquids intended for human con- 
sumption, would be transferred to 
the department of health under 
terms of the Goldstein bill intro- 
duced in the state legislature. 


for ordering. 


Send me 


Movement?" | enclose 


NAME 
ADDRESS . 
CITY 


“What About the 


Consumer Movement?” 


REPRINTS AVAILABLE 


Reprints of the exhaustive and 


Consumer Movement, its his- 
tory, composition, aims and 
purposes—which appeared on 
Pages 23 to 28 of the Janu- 
ary 8 issue of Advertising Age, 
are available. Use the coupon 


Prices: | to 10 copies 10 cents each; 
additional copies, 5 cents each. 


up-to-date analysis of the 


ADVERTISING AGE, 100 E. Ohio St., Chicago: 
copies of "What About the Consumer 


in payment. 


Lockhaven, | 


pany, Cincinnati. 


, : 
. *-. . ; 
Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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is nine 
% Gain % Gain are 
6-Week 6-Week 6-Week or Loss. or Loss Bur'! 
Period Period Period 1940 1940 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Feb. 12, 1938 Feb. 11,1939 Feb. 10, 1940 1938 1939 Feb. 11,1939 Feb. 10,1940 Loss = 
SAPO, Gh cacccvccvacee S0RuEee 970,302 617.661 ©836« 80.8 ~SC*«<‘C 156,611 159,387 +18 A 
(\ > Serer 836,801 751,413 753,384 —10.0 + 0.3 132,079 129,296 2) P 
pi . Swrrrrrrer 551,635 557,585 583,583 +-5.8 +- 4.7 97,244 105,980 
TASIRMOR,. GR. kc cescves 1,570,814 1,716,526 1,460,424 —7.0 —14.9 304,780 296,331 2.8 for 
Baltimore, Md. ....... 2,180,830 2,020,838 2,116,861 2.9 + 4.8 357,017 354,421 7 
Birmingham, Ala. ..... 1,252,496 _ 1,292,452 1,324,540 +5.8 +2.5 253,568 260,848 29 s 
Boston, Mass. ........ 2,117,888 2,130,339 2,086,287 1.5 2.1 325,515 In 
Bridgeport, Conn. ..... 991,088 980,140 1,038,296 + 4.8 +5.9 165,256 Ch 
|: || i, i Sree rae 1,694,882 1,399,342 1,320,482 22.1 5.6 256,172 1 
eS Oe eres eee 381,284 368,745 572,842 50.2 5.3 62,339 6.9 sub 
Cedar Rapids, Ia. ..... 434,826 466,172 $35,428 +01 6.6 88,494 Josey 
Charleston, W. Va. 1,153,881 1,045,177 959,484 16.9 8.2 194,684 ’ made 
SCMEGRMO, Ti. socsads 3,140,304 2,844,189 2,778,698 11.5 2.3 34,064 4 most 
Cee, GA cccsecvas 1,622,744 1,611,522 1,580,974 2.6 1.9 302,966 1.4 ey 
CUOVGIARG, Gi wcscssces 2,103,610 1,774,304 1,890,580 -10.1 + 6.6 294,885 6.1 adve 
Columbus, O. ...... ... 1,326,641 1,357,697 1,341,490 1.1 1.2 251,952 set a 
Bee, “ROE ossccdeons 2,260,387 2,184,953 2,006,859 11.2 8.2 364,825 t f @ 
Davenport, Ia. ........ 960,372 903,686 873,586 9.0 —3.3 201,278 141,708 29.6 cont! 
Sea: Gh oneesveacvce 1,390,626 1,309,018 1,350,518 —2.9 +3.2 232,026 247,870 + 6.8 ie 
Se See 948,530 965,296 899,217 5.2 —6.9 152,459 143,801 7 acco} 
Des Moines, la. ....... 686,254 673,523 684,129 0.3 1.6 105,116 129,485 23.3 appl 
Detroit, Mich. .....ce. 2,010,262 1,984,243 2,038,845 +1.4 +2.8 354,534 370,545 1. 4.5 time 
Pn PRO, “SOR. ccccscvae 1,099,815 1,024,548 1,068,718 2.8 +4.3 176,428 180,432 2 Club 
BPOG, PU cccenccccveses 898,474 892,486 883,694 —1.7 —1.0 172,690 173,292 : even 
Fall River, Mass. ..... 329,654 334,125 355,266 + 7.8 +6.3 64,486 72,662 2.7 N 
Flint, Mich. ....... eye 791,868 867,726 846,874 + 6.9 2.4 143,976 143,920 0.1 wi 
Fort Wayne, Ind. ..... 1,071,938 1,052,093 1,093,281 2.0 +-3.9 204,624 185,444 4.4 nou! 
CONGR, BGs scscsenccees 574,482 549,866 620,157 + 7.9 -12.8 123,537 130,226 5.4 vice: 
Grand Rapids, Mich.... 908,352 906,870 956,928 +5.3 + 5.5 153,244 185,948 21 Fede 
Greenville, &. CC. ccorcee 616,876 624,506 728,479 + 18.1 +16.7 110,722 135,964 + 22.8 le 6 
:e Ses 2 Anat — : a is o 
EEOUROOM, Bees cccesves 1,541,924 1,695,974 1,848,196 + 19.9 + 8.9 278,236 300,524 + 8.1 . 
Indianapolis, Ind. ..... 1,704,134 1,554,936 1,730,806 + 1.6 +11.3 284,592 335,692 + 17.9 ing. 
Jacksonville, Fla. ..... 839,426 900,872 909,104 +-8.3 0.9 158,536 158,242 0.2 the ; 
Jersey City, N. J. ..... 219,233 200,360 207,060 ~5.6 + 3.3 59,207 44,158 25.4 vhic 
Kansas City, Kans. 286,167 275,002 297,199 +- 3.9 +81 42,819 46,025 +7 La 
Knoxville, Tenn. ...... ~ 1,045,380 1,010,588 1,014,440 — i) +0.3 172,424 182,784 -f E. I 
Little Rock, Ark. ..... 969,500 891,730 884,072 — Er —0.9 147,770 152,768 { Lit 
Los Angeles, Cal. 2,551,351 2,719,150 2,714,191 +-6.4 —0.2 526,596 488,935 Libb 
Louisville, Ky. ........ 1,483,668 1,383,728 1,302,020 - 2.3 —5.9 237,474 230,948 2.8 the 
EORM, TERRE, cccccscsre 886,424 860,006 884,702 —0.2 + 2.9 175,098 196,714 12 isa 
Manchester, N. H. .... 384,000° ~ $84,218 ~ $90,648 +1.7 £1.7 71,386 ~ 68,304 ; Snat 
Memphis, Tenn. ....... 1,163,134 1,118,586 1,565,718 -+-34.6 + 40.0 220,934 226,478 td Won 
‘Milwaukee, Wis. ..... 1,545,023 1,547,880 1,621,226 + 4.9 + 4.7 299,973 318,030 + 6, ' 
“Minneapolis, Minn. 1,448,195 1,457,582 1,318,517 —8.9 9.5 213,261 184,988 l cago 
Nassau County, L.I., N.Y. 198,167 217,778 194,070 2.1 -10.9 40,172 30,756 4 AFA 
New Bedford, Mass. . ~ $57,910 93882,710 359,618 $0.5 + 8.1 63,042 ~~ 67,466 eK year 
New Haven, Conn, 955,584 958,650 1,027,376 +- 7.5 + 7.2 156,212 161,798 \ 
New Orleans, La, ... 1,888,647 2,010,637 + 6.5 +0.2 328,056 255,448 22.1 
OW TOC, Me Fe cocess 6,669,094 K 5,927,360 11.1 4.6 1,106,110 1,071,609 3.1 Ap 
ky i i oe 543,526 481,521 382,371 -29.7 20.6 71,038 59,885 15.7 Tr 
Norfolk, Va. ...... veeee 981,336 978,210 976.878 {4 04 160.692 165,746 a1 Ltd. 
Se, Ge. ec dvenses 765,358 771,107 870,088 +13.7 +12.8 140,224 157,619 +-12.4 poin 
*Oklahoma City, Okla.. 1,236,410 1,145,942 750,316 39.3 34.5 209,118 127,554 39.6 ite : 
Omaha, Neb. ......... 573,690 573,060 575,968 0.4 0.5 94.539 93.688 04 | ‘ 
gy a) eee 1,052,137 1,050,897 1,066,570 +1.4 +1.5 173,618 172,501 0.7 TEC 
Philadelphia, Pa. ...... 2,922,031 —*2, 888,874 3,088,920 +5.7 6.9 479,965 $22,871 +8.9 
Phoenix, Ariz. ........ 903,182 831,362 868,672 —3.8 + 4.5 178,206 156,632 12.1 Get 
Pittsburgh, Pa. ....... 2,283,302 2,045,134 2,101,638 8.0 +2.8 359,842 395,864 0.{ P; 
Portland, Ore. 1,069,782 1,270,360 1,052,026 1.7 17.2 222,768 186,928 16.1 Ne ns 
Reading, Pa. ...... 984,704 978,533 994,660 +1.0 1.6 161,420 179,480 11.2 _—e 
— —_ _ — — - - —_ — lve 
Richmond, Va. ...... 1,233,428 1,237,740 1,141,658 7 7.8 213,668 213,136 0.0 Whit 
Rochester, N. Y. 1,560,756 1,555,713 1,572,957 +O0.8 +1.1 296,169 982,248 4 Wil 
Rockford, Ill. . awe 761,950 725,774 830,228 + &.9 14.4 27,064 143,920 — 
Rock Island-Moline 867,496 787,038 755,272 —12.9 4.0 131,950 132,048 
Sacramento, Cal 771,848 842,422 765,968 0.8 9.1 149,660 124,460 
San Antonio, Tex. 638,184 700,830 773,689 21.2 10.4 119,329 E : 
“San Diego, Cal 1,387,456 1,358,492 1,031,842 25.6 24.1 211,920 é 
Seattle, Wash. ...... 908,868 1,080,404 1,234,534 35.8 14.3 178,332 
7South Bend, Ind. 772,327 576,996 527,613 31.7 8.6 93,796 
*‘Spokane, Wash 813,064 768,824 700,840 —13.8 8.9 121,002 
St. Louis, Mo. ....... 1,811,585 1,770,495 1,748,715 3 1.2 333,270 26,59 
St. Paul, Minn. ....... 1,243,261 1,055,832 1,131,795 ——8.9 + 7.2 171,239 196,70! 
’Syracuse, N. Y. ... 437,402 459, R51 687,277 57.1 + 49.7 82,544 131,34* 
Tacoma, Wash. ..... 607,236 638,064 653,184 7.6 +2.4 29,528 110,768 
Tampa, Fla. 625,884 693,742 814,660 + 30.2 + 17.4 109,340 127,484 
Toronto, Ont., Can 1,937,447 ~ 1,863,517 1,722,480 —11.1 7.6 320,214 “290,47 
i Gs ae sence os 368,340 383,334 402,430 + 9.3 5.0 82. 656 95.662 
,  - - eer 973,820 943,236 901,418 —7.4 4.4 179,074 165,074 
Washington, D. C. 3,426,152 3,678,544 3,436,898 +-0.3 —6.6 540,340 546,781 
Youngstown, O. 836,520 747,526 849,461 + 1.5 + 13.6 133,844 148,054 
SOOM cecnes 98,609,266 96,163,837 96,184,951 2.5 - 16,895,838 16,818,826 
~ ¥ Akron Times-Press discontinued Aug. 28, 1938. 13. Minneapolis Star and Journal merged Aug. }, 
2 Linage of Daily American now combined with Record 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938 
8 Spokane Press discontinued March 18, 1939 
9 St. Paul Dally News discontinued April 30, 1938. 
10 San Diego Sun suspended publication Nov. 25, 1939 No paper published on Jan. ist 
11 Atlanta Georgian and Sunday American ceased publication Dec. 17, 1939 
12 Linage of Syracuse Journal, now combined with Herald, eliminated from 1938 and 1939 totals 
Mann to Repro TORONTO 
Harold E. Mann of Chicago, has merce 
joined the Repro Engraving Com- lemmane 
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SIGN 1 CONTRACT FOR TRAIN AUTO SERVICE 


Are) 


Burlington Railroad was the first of 11 Western lines to sign a formal contract 
with Railway Extension, Inc., for the provision of automobiles in 150 cities begin- 
ning May |. The cars will be available on a rental basis to train riders. Seated 
are Edward M. O'Shea, president of Railway Extension, Inc., and Ralph Budd, 
Burlington president. Standing are William |. Aitken, Railway Extension general 
in counsel, and Albert Cotsworth, Burlington's passenger traffic manager. 


' April 5 Deadline 
» for Contestants 
in Snapp Award 


Chicago, Feb. 15.—Deadline for 
submission of entries for the 1939 
Josephine Snapp award, which is 

nade to the woman who makes the 
most outstanding contribution to 
advertising in the year, has been 
set as April 5. Complete evidence 
ff achievement, actual proof of 
contributions made to advertising, 
accompanied by an_ authorized 
application must be mailed by that 
time to the Women’s Advertising 
Club of Chicago, sponsor of the 
event. 
rr Names of the judges will be an- 
4 nounced soon by Aubyn Chinn, 
5.4 vice-president of the Advertising In the case of Washington’s Birth- 
+. Federation of America. The contest} day, the quoted prices are for a} 
; is open to all women in advertis- | Thursday to Sunday stay. The tariff 
2) ing. The award will be made at] is low enough to create volume, and 
9 the annual convention of the AFA,j the package is tailored to permit a 
‘ which will be in Chicago in June.| reasonable profit while giving the 

Last year’s winner was Virginia | guest or guests a carefree stay, with 
ry E. Porter of Libby, MeNeill and| the cost budgeted in advance. Hence 
Libby. This is the fourth year for] both are satisfied. 
the award, which was established The new plan was developed by 
‘Ss a memorial to the late Josephine | John Falkner Arndt & Co., Phila- 
: Snapp, former president of the| delphia agency in charge of the | 
Advertising Club of Chi- campaign. | 
* ago, and vice-president of the ee ee 
~ — It will be given for ten Boyer Elected 

f ' nae Cliff Boyer, Kwick Kut Mfg. Com- 
2.1 m pany, has succeeded C. B. Dietrich 
Appoints Ayer as president of the St. Louis Indus- | 

The Hawaiian Trust Company, | trial Marketing Council. Anthony 
Ltd, Honolulu, Hawaii, has ap-| Neher, Century Electric Company, 
pointed N. W. Ayer & Son to handle | is the new vice-president, and C. 
its account through the Honolulu’ Bolan, Carter Carburetor Company, 
Iffice was re-elected secretary. 


| 


American Plan 
Streamlined by 
Senator Hotel 


Atlantic City, Feb. 15.—Once it 
was American plan. Now it’s pack- 
aged service. With or without this 
reflection, the Senator Hotel this 
week offered the first of its 1940} 
hotel packages in the form of an 
all-inclusive rate for Washington's 
Birthday visitors. 

The Senator will follow this trail 
throughout the year in a long list 
of mewspapers. Copy will be 
changed frequently, and the various 
attractions of Atlantic City will be | 
underscored with thumbnail 
sketches which add atmosphere and 
interest to the advertising. 


Women’s 


Dole Leaves “Time” 
Harry Dole has resigned as adver- 
tising manager of Time. He will 


| join Life as a member of the sales 
| staff. 


12. Gets * ‘Reporter’ 

_Prudden, King & Prudden, Inc., 
9 New York, publishers’ representa- 
7: uve, will represent the Reporter, 
47 White Plains, N. Y., after March 1. 
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Cooperative Shoe 
Copy Introducing 


Plastic Heels 


St. Louis, Feb. 15. 
campaign of cooperative advertise- 
ments for dealers sponsored by 
Wohl Shoe Company, St. Louis, is 
being used to introduce Pearson 
plastic heels on women’s shoes. The 
heel is a cellulose acetate product 
and advertising heretofore has been 
confined to trade and manufactur- 
ing media. 

Dealer advertisements have ap- 
peared in 25 to 30 cities and towns 
where Wohl retail outlets are dis- 
tributing the Jacqueline line of 
shoes equipped with the plastic 
heels. These cities and towns in- 
clude Baton Rouge, La., Houston, 
Louisville, Dallas, York, Pa., Fargo, 
N. D., and Jacksonville Fla. 
campaign will be extended 
with cooperative advertising 
other areas where Wohl retail out- 
lets are located. 

Although copy presentation places 
the heel in the specialty classifica- 
tion it is designed for all types of 
women’s high style footwear. It is 
available in 3,000 color shades, in- 
cluding 40 shades of black and 25 
shades of white. 


A national 


The | 
later 
in | 


Crain Cigarette Test 
Case Postponed Again 


New York City officials have 
gained a fifth postponement in the 
cigarette test case involving Ken- 
neth C. Crain, member of the New 
York staff of ApvERTISING AGE. Each 
postponement has been vigorously 
opposed by the defendant. 

Mr. Crain was arrested Nov. 27, 
1939, for bringing three cartons of 
untaxed cigarettes from New Jersey 
to New York. Argument on another 
test case brought by Ruth Anderson 
is now scheduled for April 11, but 
since a decision is unlikely by April 
15, the new date set for Mr. Crain’s 
trial, a further postponement in 
prospect 


Chain Store Tax 
Enjoined in South 

A chain store tax enacted by Au- 
gusta, Ga., has been held invalid by 
the Georgia Supreme Court. The 
levy of from $6 to $1,200 per 
| was characterized as unreasonable. 


1S 


outlawing heavy chain store taxes 


in Columbus, Ga. 


‘Stunt Men on Air 


The radio programs division 
the Walter Biddick Company, 
Angeles, has produced a new series 
of radio transcriptions based on the 
lives of movie stunt men in Holly- 
wood. 


The decision follows a similar one | 


of | 
Los | 


Gets Mission Hosiery, 
Janitorial Account 

Sidney Garfinkel Advertising 
Agency, Los Angeles, has been ap- 
pointed to direct advertising of Mis- 
sion Hosiery Mills. Radio and mag- 
azines will be used. 

The same agency has been ap- 
pointed by American’ Building 
Maintenance Company, Los Angeles, 
world’s largest janitorial contrac- 
tors. Direct mail will be used. 


Agency for Haskins 

Haskins Bros. & Co., Omaha, 
has appointed Presba, Fellers & 
Presba, Chicago, as its advertising 
agency. Eight mid-western radio 
stations will be used in a spring 
promotion for Blue Barrel and 
Trilby soaps. They are WHO, 
WIBW, KFAB, KMA, KMM4J, 
KFEQ, KSOO and m vans. 


Neb . 


M. J. B. Nemes ; BBDO 


store | 


M. J. B. Company, § 
has appointed Batten, 
stine & Osborn, Minneapolis, to di- 
rect advertising for its coffee and 
Tree tea, effective July 1. 


San Francisco, 
Barton, Dur- 


Junior Society Frolics 

Mayor and Mrs. Harold H. Bur- 
ton of Cleveland joined members of 
the Junior Advertising Society of 
| that city in a Valentine dance at 
| the Hotel Statler Feb. 3. 


Cute, 


-™ smart advertisers are, mister. Because it pays to “show-off” your 


product to the best advantage. 


ou re G Chiow- 


_—, 


When the photography is done by Superior, 


your product will show off to the best advantage. And that isn’t all... 


for with photography. 


the same 


photo-retouching 


, : 
and engraving all done under 


each carried through with full understanding for the other 


. youll get printing quality that’s really tops. Faet is, you'll save yourself 


entire production job to Superiors capable 5- 


art work, 


Day and Night service insure 


and trouble 


. and get more 


photography, photo-retouching, 


satisfaction . 


by entrusting the 


Phase Production Service 


engraving and ad composition. 


on-time deliveries. 


Superior Engraving Company 


West Supe ric 3 Cts eet 


Chicago, Mlinois 
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~- ann | 
e gs without the necessity of eusnnisten, | enliiaidals to yore size illustrations of TAKES TO DAILIES 7 
New Association largely because magazines and mo- notable rooms which exemplify the Better Sight Copy 
tion pictures featured them. The! perfect harmony which can be cre- Ww 4 
march of time has brought com-| ated by the choice of blinds which Rene ed in Force 
petitive materials into the lime-|extend the basic motif. Supple- 
Formed to Promote light, however, emphasizing the| mentary points will include the J as Sales Soar 
need of aggressive tactics if the in-| regulation of light and ventilation ebruary brings Cleveland, Feb. 15.—The grea; 
° -- dustry is to hold the ground already | possible with Venetians and “only ’ spring advertising campaign eye, 
ene lan in . gained and to make new conquests.| with Venetians.” amazing new launched in national magazines }, 
Plastics, metals and plywoods are| Magazines on the schedule are ' ! the I. E. S. Better Sight Lamp 
Kansas City, Mo., Feb. 15.—For| some of the new rivals for the mar-| American Home, Better Homes & Elgin values! Makers got under way this week 
the first time in their history, Vene- | ket. Gardens, Good Housekeeping, House March issues of House Beauti,| 
tian blinds will be advertised in a Slogan Tells Story & Garden, and House wn ph aa” Ladies’ Home Journal and Woman's 
modest campaign beginning in May Trade interest is being aroused wit "155 Home Companion, carry full pages. { 
issues of women’s magazines. The To combat this opposition, the as- a special business paper campaign. some in four colors. House & Gar- e 
copy will appear over the signature | sociation has adopted the slogan,, W. E. Moore president, Ponder- wow $ den will be used in April. (fi 
of the Wood-for-Venetians Associa- | “Only wood blends with wood.” | 0Sa Pine Lumber Company, Elgin, 60 semen The Mazda lamp makers Gen- 4 
tion, comprised of lumber interests | Elaboration of this text will com- | Ore., Is president of the Wood-for- Preece = eral Electric and Westingho ; | 
which specialize in preparing wood| prise the copy, which will boast Venetians Association, which has Se : - will support the I. E. S. Better Sight ‘ 
for Venetian blinds. Headquarters | such headlines as “I like symphony, | Just been organized specifically for =: = Lamp program with their own ad. Pe 
are in San Francisco. Ferry-Hanly | not jazz, and that’s why I prefer | promotion purposes. The secretary = |vertising in American Magazine : 
Advertising Company has been en-| wood matching wood”; “I like har-|is F. M. Binnion, who makes his : Better Homes & Gardens, Child 
trusted with the campaign, in which} mony and my wood Venetians just | headquarters in the Russ bldg., San r | Life, Ladies’ Home Journal, Mc. me 
a minimum of $40,000 yearly will| fit in with my room”; “This room | Francisco. Call’s, Parents’ Magazine and Wom.- be 
be spent for three years. began to glow when I put up my ae an’s Home Companion. Genera] ges 
Bruce Brewer, vice-president and | wood Venetians”; “Wood adds soft- WMBC Appoints Forjoe - a Electric will also promote Bette; wre 
account executive, said that for| ness and silence to the feeling of aa : . |Sight Lamps in the “Hour of — 
sr | Radio Station WMBC, Detroit, has | large-size newspaper space for Elgin ” : ane 
some years the use of Venetian | a room.” appointed Forjoe & Co. New York, : F | Charm” radio program. i 
prongs ppoin J watches, announcing new low prices, | I iter ty tenet Ancien os eK 
blinds has developed rapidly and This story, however, will be sub-|as national representative. | which appeared in dailies throughout the |," Order to inform Gealers o! the = 
| country last week. big spring consumer advertising = 
|drive and to secure their coopera- bit 
. | tion in merchandising, the | S Bi 
U. S. Canner Aims |®etter Sight Lamp Makers used | 
‘ | trade publications during and afte; Bis 
Guns at Foreign j= Chicago and New York Lamp a 
Shows. Advertising folders ent ae! 
Crab Meat out to 1,000 I. E. S. portable lamp i 
| : — | manufacturers and lighting com- = 
New York, Feb, 15.—The virtual| pany salesmen. Sample consumer = 
;monopoly which foreign nations | advertisements and other materia] = 
| have on the canned crab meat busi- | went by mail to 10,000 department a 
;ness has been challenged by newly | stores. 4 
formed Harris American Crab Meat,| The big spring advertising cam- < 
7 ; Beaufort, S. C., which this week | paign follows a_ record- breaking & 
ANOTHER began a campaign in newspapers in January in which sales of I. E. § = 
Wweco SCOOP: 12 key markets in the East and lamps were 18 per cent above Janu- eS 
South, pointing to the domestic | a;y 1939, ae 
origin of its product. Rat ¥ 
TWO MONTHS ON weco AND MORE With “moral” boycotts in effect | p . Cc be: 
se 8 against Russian and Japanese prod- usiness-Consumer 
ucts, Harris believes it has a rich Meet Set for New York Cali 
opportunity despite the higher price| The second annual Business-Co 
LISTENERS IN THE TWIN CITIES THAN ALL of its seafood. A choice of three|sumer Relations Conference, spon- 
varieties of crab is being offered | sored by the National ogee itior 
by the Carolina packer—prepared | of Better Business Bureaus, wil! bi 
deviled crab, fancy white and | held at the Hotel Pennsylvania 1, Ne 
OTHER STATIONS COMBINED! claws. The meat comes from blue | — ame Pap es 14. - 
. crabs caught in waters off the | ee “N: co Nee general — 
Sentecgiiae oonnt ager, National Better Business Bu- 
é Fi reau, has been named directo! 
To humanize the product, a char-| the conference. The meeting wil 
ea called 2 the crab, has| be devoted primarily to problems 
eel . P “a ° been created. he name is derived | involving advertising and _ selling 
Che Quiz Of The Twin Cities” a WCCO-directed show, from Harris’ home town. Boo-Fee | practices. 
chirps: “I’m the = only American | ————_ 
matches St. Paul against Minneapolis in a game of questions packed crab, Read about me below.” | Appoints Collard 
Newspaper copy ranging in size Illinois Bonding & Insurance Com- 
° . : from 140 to 400 lines will continue | pany, Chicago, has appointed Clark | 
and answers. The team representing one city takes a crack for about 13 weeks, supported by | Collard Company, Chicago, to han- 
|spot radio in Baltimore. Hellwig | dle its advertising. Direct mail wil 
at a series of questions. Then the microphone is switched Miller Company, New York, is the | be used 
agency. 
across the river, and the identical questions are fired at the b- bcng 
G-E Transfers ATTRACTIVE suid? |i 
other team which has not heard the questions or the answers ‘Sanger and Miller 
Alfred C. Sanger who has been i 
mY , vale a6 s. sales manager of the household re- “S 
given by the rival contestant frigerator section of General Elec- 
tric Company, Bridgeport, Conn., 
: : ae has been named manager of the 
Two months after ““The Quiz Of The Twin Cities” first went heating device and fan section. He 
succeeds C. J. Hendon, resigned. L 
e —— |H. Miller, manager of merchandis- 
on the air Crossley made a coincidental telephone check on ing services, has succeeded Mr 
Sanger as head of refrigerator sales. 
. 7 s . ° Activities of the merchandising 
f the program. WCCO had more listeners than the combined iltiiie amines faaeen Wada dae | 
Ae tributed. The advertising division 
; audiences of all competing stations! | has taken over operation of the new 
© G-E Institute, retail development, | 
sales education and home service | 
<seie eek : . tie aa . sections Pr duced °Y 
WCCO’s sixteen years of building programs for the Twin Crcated and or | 
| , 5 5 . , Ki. CG. Zompans 
| Plan Milk Campaign A We mtn 
Cities and the Northwest have made WCCO the most Ten Atlanta dairies have organ-| Mj qian cosesealy | stint, 
| ized the Atlanta Pasteur League and wilWa une 
= . . = a > have contributed $100 each per 
popular, most effective station in the Twin Cities— plus an month too fund for adverticne toe | SCRE ana IS SE Oe TRI 
ies advantages of pasteurized milk ATION. Of COURSE INCLUDE 
ia, . T ‘ Ee —- - rTP - 5 “ ” d 
aed unduplicated bonus coverage of TWO MILLION loyal Newspapers and other media will be | Ate MUstEMO TODAY. 
pom - used. Charles A. Rawson and As- | 
. . , , i, sociates, Atlanta, has the account. 
Northwestern listeners. WCCO is unique in the Northwest! — 
* Placed by Ruthrauff & Ryan, for Bauer & Black. COMPOSE ATTRACTI VE 
— DISPLAY HEADS IN 
Pre. YOUR OWN OFFICE 
‘ee. No Actual Type Needis 
90,000 WATTS WHERE IT COUNTS THE MOST 


CBS + 810 KILOCYCLES © MINNEAPOLIS—ST. PAUL 


Owned and operated by the Columbia Broadcasting System. 


Represented by Radio Sales: New York, Chicago, Detroit, 


St. Louis. Charlotte. N. C.. Los Angeles, San Francisco 
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NEW DEL MONTE CHARACTER CALLS ONLY ON THE TRADE 
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m eth The big news at the spring china, glass, pottery and gift show, held at the 
ing =m5 Merchandise Mart in Chicago recently, is exemplified by this dinnerware. More 
S oes than 85 per cent of the wares shown were made in the United States, and 
Aue ot American scenes and themes dominated all exhibits. The ill wind of a European 


war is blowing a favorable breeze for domestic manufacturers. 
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PAINTING KEYS NIBLETS PROMOTION 


California Packing Corporation has developed "Del Monte, Jr.’ to carry its enthusiastic messages for the new ‘sip o' sun" 
on- promotion to the trade. Here he is hard at work in a dealer broadside. 


be NOW IT'S OUTLIFT AS WELL AS UPLIFT NEW "POLISH" HAM 


4 No rae 

Kingan & Co., Indianapolis, will shortly a ; we chet 
introduce its new Polish style ham, 

wrapped in this colorful, old world This full color painting by Norman Rockwell, to appear in Minnesota Valley 
container. Both words and pictures help Canning Company advertisements in This Week March 17 and in Life March 29, 
to develop the atmosphere commonly will be offered to readers free in the company's ‘third annual Norman Rockwell 
associated with food importations from promotion.’ Leo Burnett Company is the agency. Will the Corn-on-the-Cob 

beyond the seas. Club now come to order? It will! 


FORT WORTH ADVERTISING MEN HOLD HIGH JINKS 
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Newest musical addition to the Maiden Form line is Allegro, which is said to 
Provide outlift as well as uplift for the female form. Shown here is a counter 
card. (Story on Page 16.) 
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Dana Jones Company ordered this showing of outdoor posters dramatizing 
face character of the Petrol Corporation, it didn't count on outside help Every year the gridiron dinner of Fort Worth Advertising Club gets more hilarious. Here's a scene from one of the skits 
but a record rain came while the posters were on the boards which featured this year's funfest. 
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ADVERTISING AGE 


February 19, 1949 


TANGIBLE RETURNS 
SATISFIED ADVERTISERS 


We know this from 25 years experience 


More than 25 years ago we were pioneers in advocating that industrial 


advertising copy be largely limited to plain FACTUALLY INFORMATIVE 
text, and in emphasizing TANGIBLE RETURNS, definitely measurable, 


as a basis for evaluation of attention secured by Industrial Advertising. 


We have consistently adhered to the above primary basis in soliciting for our pub- 
lications—often against predilections for a more ornate and generalized type of 
copy, and depreciation of the “Tangible Returns” yardstick .. Note the result! 


Our January, 1940 Editions include more than 3800 Industrial Advertisers. 
Our patronage has annually increased, and we have enjoyed a 90% renewal. 


More than 30% of 1940 Register Advertisers have already renewed 
for next year (1941)—the largest ever at this date. 


We are indebted to the Advertising Managers and Agencies who have given our 
And noteworthy 
is the fact that the 400 agencies who furnished copy for our January editions 
have thereby evidenced a primary interest in their clients profit, by spending extra 
time in preparation, by scheduling in most economical space, at less cost to the 
advertiser and less commission for them, in order to provide the Factually In- 


proposition their unbiased attention, appraisal and cooperation. 


1940 —Thomas’ 50th Year — 1940 


FACTUALLY INFORMATIVE COPY 


PRODUCES 


AND 


formative Copy that produces Tangible Returns. 


Member A. B. C. 


Annual — Started 1905 


Following other Industrial Guides 
previously published. 


3467 ADVERTISERS 


in Edition for 1940 


The most economical and pro- 
ductive time and place to adver- 
tise any product is when and 
where prospective users look for 


product information. 


Thomas’ publications are 
Product Information Services, 
especially for Buyers . 

Details upon request. 


Thomas Publishing Co., 461 8th Ave., New York 


BOSTON CHICAGO — CLEVELAND — DETROIT — PHILADELPHIA — SAN FRANCISCO — TORONTO, CANADA 
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INDUSTRIAL EQUIPMENT NEWS i 
as) hee’s New ie 


Monthly— Started 1933 
402 ADVERTISERS 


January, 1940 Edition 
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